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MULTI-PURPOSE—This full-color spread in Life and ads in newspapers last week 
introduced Kaiser-Frazer’s new Traveler auto with the special rear end affording 
uncommonly large luggage space for tourists, or space for fire equipment or 


accident victims where the Traveler is used by fire and police squads. 
H. Weintraub & Co. 


10,000 K-F Men 
Ring Doorbells 
on Winchell Show 


‘Key-for-a-Day’ Plan 
Introduces Traveler 
Two-in-One Cars 


New YorK—On the last 20- 
second commercial on the Walter 
Winchell show on ABC last night 
May 22), Announcer Cy Harrice 

“Listen. Do you hear something? 
ir doorbell ringing? Open the 
Your local Kaiser-Frazer 
is waiting to see you. He 
omething for you. Let him in, 
you?” 

Whether or not they opened the 
loor, the vast majority of the 28,- 
000,000 Americans, who learn 
ly from Mr. Winchell how 
he world wags, were disappointed. 
But 10,000 of them were not. 
And on each succeeding Sunday 

for an indefinite period, 
(0 more will get “something.” 
Tie something is a key for a new 
er or Frazer car, entitling the 
jient to its use for one day. 
dealer’s salesman also takes 
key to his old car, and has it 
ed and greased for him. 


T 


aoor 

dealer 
has 
won t 


wet 


10 


ie offer, tying in with intro- 
ion of the Kaiser Traveler car, 
originated by K-F’s agency, 
iam H. Weintraub & Co. Two 
s before the Winchell program 
ired, salesmen for each of 
s 5,000 dealers start phoning 
pects: “Be sure to listen to 
er Winchell. There may be 
‘thing personal in it for you.” 
vo salesmen for each dealer 
on one prospect each just at 
‘hell’s sign-off time. A differ- 
oair of prospects will be chosen 
Sunday night. 
illed “the world’s most useful 
mobile,” the Traveler is de- 
ced by Henry J. Kaiser in 
Spaper advertising as “two 
in one.” A six-passenger se- 
it can be converted in ten sec- 
S into “a sturdy cargo carrier 
1 a ten-foot-long, steel-shod 
-.. You just fold down the 
(Continued on Page 53) 
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William 
is the K-F agency. 


National Operation 
Through Food Stores 
Set for Dial Soap 


Cuicaco—Dial, Armour & Co. 
deodorant soap which has been 
tested in drug and department 
stores in eight markets, will go 
into grocery stores on a national 
basis next month. 

The soap is fair traded at 25¢ 
a cake, providing a 35% profit 
margin for dealers. 

National grocery sales for Dial 
follow a test of grocery store dis- 
tribution in Omaha, where it is 
reported that the Armour product 
shortly climbed into the No. 2 sales 
position for toilet and bath soaps. 


s Backing up the national intro- 
duction in grocery stores will be 
full-color pages every three weeks, 
starting June 26, in Puck—the 
Comic Weekly and Metropolitan 
Sunday Comics Group and Life. 
There will also be plugs for the 
product on “Stars Over Holly- 
wood,” heard Saturdays over 167 
CBS §s stations, and “a _ liberal 
cooperative merchandising plan 
which will provide opportunities 
for effective local tie-in advertis- 
ing in newspapers, handbills and 
at the point of sale.” 

The Dial story is built around 
AT-7, an ingredient which is said 
to kill the chief cause of perspira- 
tion odor—skin bacteria that thrive 
on perspiration. Foote, Cone & 
Belding, Chicago, is the agency. 


Service... 
the forgotten magic! 
See ‘Salesense,’ Page 
24. Other features: 
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Diamond Match 
Names McCann 


for New Drive 


National Ad Campaign 
to be a ‘First’ for 
Veteran Manufacturer 


Cuicaco—A 70-year-old firm 
that has never advertised con- 
sistently, yet rolled up close to 
$80,000,000 in 1948 sales, plans to 
join the ranks of national adver- 
tisers next fall with its first ex- 
tensive campaign. 

The manufacturer, whose mani- 
fold products range from lumber to 
honey, is the Diamond Match Co. 
In a brief announcement last week 
it revealed that it has appointed 
the Chicago office of McCann- 
Erickson to handle the account. 

The projected advertising pro- 
gram, to include consumer publi- 
cations and business papers, will 
be placed by Diamond’s Chicago 
office and the agency, according 
to Homer Havermale, McCann- 
Erickson’s regional vice-president. 
Details of the campaign are yet 
to be worked out, and although 
it won’t be launched for several 
months, the agency made no effort 
to conceal its triumph over the 
field in winning the account. 


a The company, headed by How- 
ard F. Holman, board chairman 
and treasurer, and Robert G. Fair- 
burn, president, has for many years 
been the leading manufacturer of 
all types of matches. In addition, 
however, it has diversified its lists 
of products to make the greatest 
possible use of company-owned 
timberlands and production facili- 
ties. 

Diamond owns and operates 14 
factories and seven miscellaneous 
plants, including saw mills. It owns 
and operates 102 retail lumber 
yards, two wholesale lumber yards, 
two retail beekeepers’ supply 
stores and a general wholesale 

(Continued on Page 59) 


REMARKABLE DENTAL 
DISCOVERY CUTS DOWN 
TOOTH DECAY 
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ON BANDWAGON-—This 1,200-line ad is 

being used by R. L. Watkins Co. to pro- 

mote the new ammoniated Dr. Lyon's 

tooth powder. Thompson-Koch Co. pre- 
pared the copy. 


Audit Only Paid 
Circulation, ABP 
Decides by Vote 


Hort Sprincs, Va.—Advocates of 
strict adherence to paid circulation 
standards won a sweeping victory 
last Thursday when the Associated 
Business Publications approved by 
large majorities resolutions: 

(1) Disapproving audit of the 
free portion of business paper cir- 
culations by the Audit Bureau of 
Circulations. 

(2) Authorizing the ABP to pro- 
mote favorable second class postal 
rates. 

(3) Authorizing the association 
to oppose parity postal rates for 
free circulation publications. 

(4) Instructing the promotion 
committee to emphasize paid cir- 
culation in ABP advertising. 

The first resolution carried by 
a vote of 80 to 46; the third 95 to 
31 and the fourth 78 to 36. There 
was no opposition to the second 
resolution. 


s The fight for the resolutions was 
(Continued on Page 57) 


Last Minute News Flashes 


Conover-Mast to Launch New Publication 


NEw YorK—Conover-Mast Publishing Co. 


will bring out a new 


tabloid-size periodical this fall to be called Construction Equipment 


and Materials. The new 
general, highway, 


monthly will circulate exclusively 
excavating and large building contractors. J. 


among 


Angell Jr., with Gillette Publishing Co. for the past 20 years, will be 


business manager. 


CBS Billings Lead NBC’s in Ist Quarter 


New YorK—Columbia Broadcasting System eased ahead of National} Annual averages for 
in first-quarter billings for 1949 with $17,053,544 | 
against $17,003,602, AA learns. For CBS this was an increase of 6% 
over the corresponding figure—$16,081,594—for last year. NBC’s first 
from last year’s $17,889,595. 


Broadcasting Co. 


quarter sales were down 5% 


Fab Contest Starts; Comics, Spots Used 

JERSEY City, N. J.—Colgate-Palmolive-Peet announced a new $80,000 
contest for Fab yesterday, May 22, in the Metropolitan Sunday Comics 
Group, Puck-the Comic Weekly, independent comics and on the reg- 


ular Fab spot announcements on stations throughout the country 
First prize for the person writing best last line of Fab jingle consists of 
an $18,000 house including lot and furnishings, plus $500 income an- 
nually for life for upkeep of house, $250 vacation annually for life and 
$3,000 in cash, or $40,000 in cash. The contest closes July 10. William 


Esty & Co. is the agency. 


(Additional News Flashes on Page 57) 
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AM Offers More 


at Lower Costs, 
Nielsen Finds 


New YorK—Radio listening in 
the average American home has 
risen steadily over the past two 
years, with more homes tuning in 
each hour and staying tuned for 
longer periods. The AM network 
advertiser is reaching this aug- 
mented audience at a smaller cost 
per thousand. 

These are some of the most 
salient points made in a special 
report of the Nielsen Radio Index, 
covering the performance of sound 
broadcasting from January, 1947, 
to January, 1949. This appraisal 
of AM radio as an advertising me- 
dium—prepared as a guide for 
agencies and advertisers—is based 
on data obtained from a cross- 
section of radio homes (63% of 
all radio homes in the country are 
located in the areas included). 

During the past two years, hours 
of listening in the average home 
gained 6%. In January, 1947, aver- 
age hours of listening per home 
per day was 4.8; two years later 
the figure had risen to 5.1. 


we At the same time, more people 
had their radios turned on some 
time between breakfast and mid- 
night. Greatest gain in potential 
audience was during the weekday 
daylight hours (9 a.m.-6 p.m.). 
During the period covered, usage 
for daytime rose from 37 to 39.5%. 
Minutes listened in an hour were 
up slightly for all time segments. 

More homes listening each hour 
and more minutes (one to two) 
per hour, together with the fact 
that more homes were available— 
the total number of radio homes 
in the U. S. gained 3,625,000—com- 
bined to give sponsors the benefit 
of 17% more total home hours 
of radio use per day, the report 
pointed out. 

NRI also assured 
that their sales messages were 
reaching more people, with the 
average achieving an 11% audience 
gain. In January, 1947, the aver- 
age network commercial was heard 
by 3,400,000 people; two years 
later the figure was up to 3,800,- 
000. Coincidentally, the research 
group added, the cost per 1,000 
homes—time and talent—dropped 
from $1.89 to $1.78. 


advertisers 


@ Other noteworthy findings: 
Rich, poor and middle classes— 
in cities, towns and villages—all 
are exposed to their radios for 
about the same amount of time. 
1948 showed 
the upper group listening 4.4 hours 
compared with 
4.6 for the middle and 4.5 for the 


lower. Breakdown by city size: 
14.6, metropolitan; 4.3, medium 
cities and 4.3, small town-rural 


Cumulative audience—the num- 
ber of homes hearing one or more 
broadcasts program in the 
course of for some low- 
rating programs (on indivi- 
dual broadcast sometimes 
indicates that such shows are very 
effective means of attracting new 
potential buyers— 
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Joins Staniford & Sandvick 


Mildred Porter has joined Stani- 
ford & Sandvick, San Francisco 
advertising art firm. Miss Porter 
formerly did free lance art work. 


Baldwin Appoints Durrett 
Richard D. Durrett has been 
named sales manager of diesel 
locomotive sales of Baldwin Lo- 
comotive Works, Chester, Pa. 


aes 
Craftint Kleen Stik Rubber —j 
Cement is recommended Qa 
for all kinds of mounting, 
pasting or sticking. It is 
crystal clear. Excess rubs 
off with the finger. 

At your dealer or 

write direct. 


THE CRAFTINT MFG.CO. 


1615 Collamer Ave., Cleveland 10, 0 
CRAFTING a 
Kleen Sti 


PURE RUBBER CEMENT 


Admiral Offers 
Plastic Tele Set 
as $250 ‘Wonder’ 


Employs One-Piece, 
Full-Size Console; 
Big Campaign Starts 


CuiIcaco—Admiral Corp. moved 
into four more major television 
cities yesterday (May 22) with 
newspaper spreads and accom- 
panying dealer cooperative copy 
announcing its “new wonder set,” 
a one-piece plastic console retail- 
ing “at the lowest price ever,” 
$249.95. 

The new video receiver marks 
another production triumph for the 
Chicago company, after a year’s 
experimental work into which it 
poured $250,000. Admiral execu- 


tives claim the price for the one- 
piece console is at least $50 cheap- 
er, and in many cases a lot more, 
than any comparable video set now 
on the market. 

Admiral broke its first news- 
paper announcement copy May 15 
in three markets—New York, Phil- 
adelphia and Newark—including 
company-paid spreads picturing 
the new plastic console, and dealer 
cooperative copy ranging up to full 
pages. A week later, the initial 
advertisement was scheduled in 
Los Angeles, Washington, Boston 
and Baltimore. Additional video 
cities will get the same announce- 
ment ad, and dealer tie-in copy, 
in succeeding weeks. 


s Promotion of the full-size video 
set is a part of the $1,000,000 Ad- 
miral is spending on advertising 
during May alone, for its video and 
radio line and major appliances. 
Admiral believes that sum sets a 
new high for any manufacturer in 
those fields, Seymour Mintz, ad- 


.vertising and public relations di- 
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Only ‘29° own... .Up to 24 Months to Poy 
Qventines Lunted! See You: Adrmrai Decter Now 
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ADMIRAL’S PLASTIC ‘WONDER’—Admiral Corp. is introducing its new one-piece, 

plastic console video with this spread in newspapers of major television cities across 

the country. The campaign will be expanded during the summer months, through 
Cruttenden & Eger. 
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He’s happy as a Lark with the results he got 
in the Des Moines Sunday Register 


He’s not alone, either. From every place advertisers have 
flocked to the DES MOINES SUNDAY REGISTER—put it 
among the /op seven of all Sunday newspapers in general 


advertising linage. 


And no wonder those advertisers get results. With over 
500,000 circulation, the DES MOINES SUNDAY REGISTER 
wraps up an urban market better than Boston or San Fran- 
cisco—adds the richest farm market in the country—gives a 
direct route to five billion dollars in annual purchasing 


power! 


You, too, can dominate this statewide market—reach 7 
out of 10 Iowa buyers in one newspaper—the DES MOINES 
SUNDAY REGISTER. Milline rate only $1.70! 


PACKAGES A STATEWIDE URBAN 


MARKET RANKING AMONG 
AMERICA’S TOP 20 CITIES 


THE DES MOINES REGISTER ann TRIBUNE 


ABC Circulation Sept. 30, 1948: 
Daily, 362,865—Sunday, 501,286 


Basic Member American Newspaper Advertising Network 


rector, told ADVERTISING AGE. 

Current issues of business pa- 
pers are informing dealers about 
the low-cost video console. Con- 
sumer copy will be expanded into 
the Metropolitan Sunday Magazine 
Group during July, with color- 
gravure pages, and also will in- 
clude two-color copy in magazine 
sections of other dailies. The new 
video copy will break in national 
magazines with color pages in 
August issues of The American 
Weekly, Better Homes & Gardens, 
Collier’s, Coronet, Cosmopolitan, 
Country Gentleman, Look, Nation- 
al Geographic Magazine and Time. 

While newspaper copy does not 
describe the one-piece console as 
a plastic product, consumers are 
promised “a miracle of cabinet 
making” that is extra strong and 
virtually wearproof. The cabinet 
resists scuffs and scratches, and 
can’t be marred by alcohol or other 
liquids, Admiral says. The set em- 
ploys a 10” direct view picture 
tube and offers a 61-square-inch 
full vision screen. 


a Admiral believes it has a big 
jump over competition with its 
new production techniques, where- 
by it is able to turn out ten plastic 
cabinets an hour with one press 
and two men. The method employs 
electronic preheating of the plastic 
material, developed by Bakelite 
Corp. several years ago, and a 2,- 
000-ton press to produce a 35- 
pound ene-piece molding. 


The moldings are turned out by 
Molded Products Corp., Chicago, 
whose president, Don Siragusa, is 
a brother of Admiral’s top execu- 
tive, Ross Siragusa. Bakelite, which 
supplies the plastic material, turned 
its engineering skill on the prob- 
lem during the long developmen: 
work. Under ordinary methods, i! 
is estimated, 20 minutes are needed 
to mold a 35-pound console cab- 
inet. Admiral gets its processed in 
a minute, thanks to the electronic 
preheating. 

Cruttenden & Eger handles al! 
space advertising for Admiral’s 
tele and radio division, while Kud- 
ner Agency is in charge of the 
company’s own video shows, “Stop 
the Music” on the ABC network 
Thursday nights and the “Broad- 
way Revue,” via NBC Friday 
nights. 


Albert's Products to Morris 


Albert’s Products Co., Portland, 
Ore., has named the Hollywood of- 
fice of H. C. Morris & Co. to handle 
the advertising and sales promo- 
tion for its Portland Punch, a 
raspberry and loganberry juice 
concentrate. Ads will appear in 
Sunset and Western Family, plus 
major West Coast daily news- 
papers, radio and trade publica- 
tions. 


Stanton Joins Woodward 

Robert W. Stanton has joined 
Woodward & Co., Binghamton, N 
Y., agency, as promotion rep- 
resentative. 
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The smoke pall is lifting 
..- because women acted! 


THIS MUST STOP — decided determined women readers of recent COMPANION article, 
“Smoke, The Silent Murderer.” This feature, which revealed smoke’s widespread 
threat to property, health and even life, drew requests for more than 40,000 reprints. 
One newspaper chain featured the article prominently in their editorial columns. 
Other papers throughout the country also made editorial comment. And the feature 
was used by the West Virginia Association for Air and Stream Purification to 
support a bill before the state legislature! 

The CoMPANION is establishing new records in the women’s service field for 
getting dramatic reader action. It will pay to keep your eye on the COMPANION — 
below is further proof of its ever-growing power! 
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YERTIME FOR THE POSTMAN —In March the Com- 

NION Offered at 15¢, the booklet ‘““When Children 

sk About Sex.” Over 10,000 requests deluged the 

/MPANION offices in one month—and still they 

me! Consistent results like these make the Com- 


‘NION the one to watch in the women’s service field! 


WOMAN’S HOME 


Circulation More Than 4,000,000 


A CIRCULATION THAT CLIMBS —In the second half of 
1948 the COMPANION scored the greatest percentage 
of circulation increase over the first half of ’48 in the 
women’s service field. The gains, continuing into 
1949, have pushed the circulation over 4,000,000 — 
thanks to the COMPANION’s editorial “know how.” 
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COMPANION 


THE MAGAZINE OF PERSONAL SERVICE, HOME SERVICE, PUBLIC SERVICE 


TWENTY-ONE 
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MORE CLUBWOMEN, MORE INFLUENCE!— The Com- 
PANION’S Packaged Club Programs are becoming 
ever more popular with pace-setting women in com- 
munities throughout the country. To date more than 
3,000 women’s clubs with a membership of over 
360,000 receive the programs regularly. More clubs 
are joining every day! 
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Sunbeam Corp. Will 
Introduce Improved 


Electric Shaver 


Cuicaco—Sunbeam Corp. is in- 
troducing its new model Sunbeam 
Shavemaster to distributors in 
principal cities across the country 
between May 17 and June 3, and 
will follow up immediately with 
a four-color spread in the June 4 
issue of The Saturday Evening 
Post. 

The new electric shaver has a 
single head, twice as wide as its 
recent model, and has 1,750 open- 
ings. Copy is headed: “Faster, 


closer, more comfortable shaves 
than you ever thought possible.” 

Another color spread is sche- 
duled for the June 6 Life, and 
both consumer ads are keyed to tie 
in with Father’s Day retail pro- 
motions. Fifty and 20-second tele- 
vision commercials, and a large 
number of mats and display pieces 
also are being employed to intro- 
duce the shaver. 

The shaver is the second new 
Sunbeam appliance to be intro- 
duced this spring. The first, the 
Radiant Control toaster (AA, April 
25), will get its first national ad- 
vertising when a full-color spread 
breaks in the June 27 Life. The 
initial ad will be followed by a 
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Yachtsmen Are Luxury Buyers 
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continuing campaign in Life, The 
Saturday Evening Post, women’s 
magazines and newspapers. 

Perrin-Paus Co., Chicago, is the 
agency. 


Nu-Fab’s Miracloth Ad 
Runs in ‘Journal-American’ 
Nu-Fab Corp., Chicago, which 
spent $40,000 to run a full-page ad 
on its Miracloth cleaning cloth in 
the Chicago Tribune last spring— 
getting tremendously successful 
readership, according to Camp- 
bell-Mithun, the agency—has re- 
peated the promotion in New York. 
In the May 15 Journal-American 
it used 750,000 yards of Miracloth 
for an introductory ad, at a total 
expense of $50,000. Miracloth ads 
are scheduled for other eastern 
cities soon. 


Appoints Winter Agency 


Corn States Hybrid Service, Des 
Moines, national distributor of 
agricultural machinery, has named 
N. A. Winter Advertising Agency, 
Des Moines, to handle its adver- 
tising. Trade publications and 
farm papers will be used. 


Borden, Bullis 
Receive Parlin 
Memorial Awards 


PHILADELPHIA—Neil H. Borden, 
professor of advertising at the 
Harvard University Graduate 
School of Business Administration, 
and Harry A. Bullis, chairman of 
the board of General Mills, Inc., 
were presented with the coveted 
Parlin Award and in turn were 
joint speakers at the Fifth Annual 
Parlin Memorial Lecture in The 
Warwick here May 19. 

The annual lecture, sponsored 
by the Philadelphia Chapter of the 
American Marketing Association, 
drew marketing and advertising 
men and women from all over the 
nation. It is named in honor of the 
late C. C. Parlin, pioneer market 
research director of Curtis Pub- 


At Last! It’s Available Anywhere! 


World-Famous Hermes Portable 


Typical Americans 
in All Walks of Life 
Use the Hermes 


FAITH BALDWIN, Famous 
fiction writer, whose latest 
book is The Golden Shoe String, 
“IT learned about the 
Hermes from writing col- 
and journalism trends 


savs 


leag ics 
Its lightness and simplicity 
onstant amazement 
and joy.” 


ate t 4 


BOB CONSIDINE, Famous 
columnist and feature writer: 
“I’ve used my Hermes during 
assignments in 43 countries 
and Bikini. It’s a man 
package which won't pull 
shape when 


BS ized 


your ar out ot 
” 


BILL STERN, Director of 
Spor NBC . ny 

1 typewriter must be 

take traveling and 

har ind be really light 

No typewriter fills these qual 

ications like the Hermes.” 


— 
BAA aang ~\ 
eee 


: em anehe 


What Better 
GRADUATION 
Gift? 


68" 


FEDERAL TAX INCLUDED 


Unmatched in Lightness, Compactness — 
yet with Full-Size Performance, Features and Stamina 


& Foreign correspondents, Armed 6” 


Forces writers, knocking about the 
world, have brought back reports 
of this smallest of portables —how 
it can take punishment in all cli- 


ler all hit; Yet lightness, it does not “creep” inuse, | (7} 7 sae 
mates under 3 Sonditions, fet un- ° ° . e 
til wed so f “ hes cain ly could It is solid as any portable machine. | PAILLARD PRODUCTS, INC. | 
Ow, SO lew, Comy Oy, CO One year guarantee! | 265 Madison Ave., | 
be produced that only a fraction of | New York 16, N.Y | 
the huge demand could be met. oe 
, Gentlemen: 
Even so, the Hermes has revolu- pe : ' a 
’ - ; (] I am interested in more infor- 
tionized the personal writing habits | | 
f 35,000 Americans who've been | meanest eetenaneed inieae 
f 35. ericans re bee 
. , 1 Enclosed is check y | 
lucky enough to get one! : | WU Enclosed ts check or money | 
— | order for $68.50. Please ship me, | 
Now, at last, it’s available to all - | express prepaid, one Hermes por- 
\merica, just as fast as distribution = table. (New York City residents | 
can be set up. = : add 2% sales tax.) | 
Just what is the Hermes? . . . Name 
: The secret is Engineered Design. | Name_ | 
It’s the world’s lightest type- Every fraction of an inch of waste | vo | 
writer. It's easily carried around the — space has been eliminated. Every | : | 
house or around the world. It weighs latest development in light-weight I City | 
8 pounds, 11 ounces, including its metals and materials is found on | ; | 
built-in metal case. It’s 11” wide and the Hermes. | State | 
deep, 2':” high (in its case) against A SWISS PRECISION PRODUCT a 


Yet it performs exactly like a full- 
size typewriter. Its keyboard is 
standard portable size. Despite its 


to 7” for larger portables. 


All this for a sensationally low 
$68.50 (Fed. Tax inc.). If you 
cannot yet find Hermes near you, 
use the coupon, 
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lishing Co. 

William C. Gordon Jr., preside »: 
of the Philadelphia chapter, act »< 
as toastmaster for the evening a ,q 
also presented the awards. 


ws The award was made to Gene: a! 
Mills, Inc., for inviting six pr- 
fessors from Harvard to make a 
complete marketing and top ma»- 
agement study of the corporaticn 
Prof. Borden was honored for 
heading the Harvard group which 
made the study during the summer 
of 1948. 

In their respective speeches, 
each man related what led up to 
the study. Prof. Borden detailed 
the actual study and its results 
and paid tribute to General Mills 
management for their support, 
loyalty and efficiency. 

He declared that the corporation 
combined an excellent program of 
product research with an equally 
good program of market research 

“The new products brought for- 
ward have been of real service to 
mankind,” he said, “‘as is indicated 
by their success in the taarkei- 
place.” 


ws He also stressed that Genera! 
Mills’ management philosophy that 
“the most effective way to sell and 
promote products is through ren- 
dering helpful service to those who 
buy the product” attributed to the 
great success enjoyed by the firm. 

Both speakers stressed the serv- 
ice theme as illustrated by the now 
famous Betty Crocker service. 

Mr. Bullis further claimed that 
the effectiveness of service to all 
elements of the community has 
been demonstrated by the fact that 
the unit cost of moving their gro- 
cery products from factory to con- 
sumer has been reduced 40% from 
12 years ago. 

“We believe the first duty of 
business and industry is to insure 
a continued increase in the mass 
standard of living and that dis- 
tribution economies passed on to 
the consumer are major contribu- 
tions,” he declared. 


ws Prof. Borden asserted that “l 
have carried away from this as- 
signment the belief that the de- 
velopment of executive personne! 
is one of the most significant prob- 
lems faced by the top manage- 
ment in our large corporations. | 
had burned into my consciousness 
also the significance of a policy of 
promoting men from within an or- 
ganization as the sound basis for 
building loyalty, high morale and 
teamwork... 

“Logical difficulties in organi- 
zation may be of no great signif- 
icance if loyalty, morale and team- 
work exist.” 


‘Photoplay’ Increases 
Ad Rates and Circulation 


Effective with the July, 1949, 
issue, “Photoplay Fashions,” s 
tion of Photoplay, New York, wil! 
increase its advertising rates. ‘) h¢ 
basic page rate will be raised fron 
$2,750 to $3,000. Photoplay’s guxr- 
anteed circulation has been i- 
creased to 1,200,000. 

Other Macfadden publications 
to increase their guaranteed circu- 
lation are: True Romance, w th 
750,000; Experiences, with 325,010; 
True Love Stories, with 250,00, 
and Radio & Television Mirror 
500,000. All are in the Macfad: en 
Women’s Group. 


Throughout the U.S.A., the best-infor 


EXPORT MANAGER 


and 


EXPORT ADVERTISER 
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Half the Philadelphia market 
lives OUTSIDE the city limits 


THE INQUIRER gives you complete coverage in 
the city zone... blankets all nearby cities and 
towns...extends its powerful selling force to 
important buying centers miles away, like 
Norristown, Wilmington, Chester...a total 
market of over 4,000,000 persons. To get your 
full sales potential in Philadelphia you MUST 
reach the total market. To reach the total 


market you MUST use THE INQUIRER! 


Population 124,697 


tive and work in 


TRENTON, N. J. 


5 miles to 


CAMDEN, N. J 
Population 117,536 


Compare these ‘Up-to-Date Figures’’— 


NOT JUST THE "HUB" — BUT 


20 mines 


WITHIN 
_* we 


50 MILES 
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THE WHOLE RICH MARKET! 
DAILY SUNDAY 
\ INQUIRER INQUIRER 
% OF FAMILY COVERAGE 
77.8 86.5 


75.0 87.7 
69.2 84.2 
/ a ee ae 5 82.1 


75.2 


NOW IN ITS 16TH CONSECUTIVE YEAR OF TOTAL ADVERTISING LEADERSHIP IN PHILADELPHIA 


The Philadelphia Anquirer 


Exclusive Advertising Representatives: 


TED W.LORD, Empire State Bldg.,N.Y.C.,Longacre 55-5232; ROBERT R.BECK, 20N. Wacker Dr., Chicago,Andover 3-6270; GEORGE S.DIX, Penobscot Bldg.,Detroit, WOodward | -6005 
West Coast Representatives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., San Francisco, Garfield 1-7946 * 448 S. Hill St., Los Angeles, Michigan 0578 
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Two Appoint Shutran Mahlin 


Shutran Mahlin Advertising, De- 
troit, has been appointed to handle 
the advertising of Fayette Mfg. 
Co., Fayette, O., and Fayette Prod- 
ucts Co., Detroit, manufacturer and 
distributor of Fayette gasoline en- 
gines, commercial and industrial 
undercarriages. 


-REWARD: 


If the time buyer who reads this will 
@ put KIOA on his list he'll be richly @ 
rewarded with a top audience. As 


Dés Moines’ only 10,000 watt* sta- 
@ tion, KIOA will serve you admirably @ 
in lowa's abundant market. Coverage 
maps, schedules and availabilities 
@ are yours for the asking, . . See @ 
any Paul Raymer man or write direct 
to KIOA, Des Moines, lowa. 
*#10,000 Watts day, 5,000 Watts night 


DuMont Will Use 


Summer Months 
to Test New Shows 


NEw YorK—DuMont Television 
Network will spend the vacation 
months revamping its program 
schedule, testing programs on the 
air and in closed circuit showings 
to potential clients. 

First program to get the closed 
circuit treatment was “Harlem 
House,” a variety hour with an all- 
Negro cast, which was presented 
to a live audience at the Adelphi 
DuMont studio and teletranscribed 
for advertiser prospects who didn’t 
see the showing. 

James Caddigan, director of pro- 
grams for the network, was suf- 
ficiently impressed with the au- 
dience reactions to the entertain- 
ers (King Cole Trio, etc.) to give 
them a test as a sustainer. Mem- 


& 
By 


bers of the studio audience were 
asked to fill in a questionnaire, in- 
dicating whether they had liked 
or disliked the show and why. Be- 
tween 80 and 90% of the persons 
answering said they would like 
to see “Harlem House” as a week- 
ly TV feature. 

This technique for judging a 
program’s audience appeal will 
be applied to other packages un- 
der consideration. 

Three new shows, including a 
daily serial, “Captain Video,” will 
premiere within the next two 
weeks. Eight others are set for 
summer showcasing and 50 more 
packages are being studied by the 
network. 


K&E Appoints Ule V.P. 
and Research Director 

G. Maxwell Ule, former director 
of market research of McCann- 
Erickson, Chicago, has been ap- 
pointed vice-president and re- 


search director of Kenyon & Eck- 
hardt, New York, effective June 
1. He succeeds C. W. MacKay who 
has resigned from that post. 

Mr. MacKay joined Kenyon & 
Eckhardt’s research department 
19 years ago. 


Television Council Elects 


George Harvey, sales manager 
of WGN-TV, Chicago, has been 
elected president of the Chicago 
Television Council. Other officers 
are: Russell Tolg, director of radio 
and television of Batten, Barton, 
Durstine & Osborn, vice-presi- 
dent; Evelyn Vanderploeg, Sch- 
wimmer & Scott, secretary, and 
Kay Kennelly, Olian Advertising 
Co., treasurer. 


Winant Joins Weightman 


E. Morgan Winant, formerly 
head of fashion merchandising and 
a director of Susan Taylor John- 
son, Inc., has joined Weightman 
Advertising, Inc., Philadelphia. 


ox furs for frivolous flappers.. 
dations for fat, flabby forms. . 


flues ... fresh fish for frying... 


Mpags for fretful future fathers. . 
. frozen food for freezers. . 
for fending fox-terriors from firs and foliage. . 
firm fasteners for filmy formals... 
. festive fairs for farm 
. first-aid for faulty fountain pens... better buy 
. better buy WGN! 


folks .. 
radio.. 


Let us help you with your advertising problems. . 
the most for your advertising dollar. 


REMEMBER ... for Your Best Buy... Getter Buy WGN { 


females... 


or foaming fluid . . 


Frisco to France.. 


for finagling .. . 
finery for finicky femmes. . 


ge~ashion frocks and felt fedoras for fading flirtatious 
: flour for fixing fluffy frosted figbars. . 
filberts, fragrant flowers for fidgity forgetful fugitives from 
fickle fretful fiances.. . flexible faucets for fizzing frappes 
. feed for fine feathered friends... 


* 


. faith n’ fellowship for fallen foremen. . 
. forced feed fired furnaces or filter fans for forge 
fowl, filets or french fries for family fare... 


funny follies for fatigued flat-foots .. . 
) y) 


* 
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Kado Sells .-- that’s been proven again and again. Like- 


wise, WGN has proven a result getter for its advertisers. Many of WGN’s 
local advertisers have built their businesses on radio. . . Radio is their 
basic buy. Four of our advertisers have been with WGN for a total of 
60 years. . . 6 others have been on WGN for a total of 62 years. . . definite 
evidence that WGN is doing a selling job! 


. flying freight from 


. let radio give you 


. fudge, 


. foun- 


. fences 
. funds 


WGN reaches more homes each week than any other Chicago station. 


— 1948 Nielsen Annual Report 


A Clear Channel Station . 
Serving the Middle We est 


MBS 


3978 Wilshire Bivd.. 


WN” 


Eastern Sales Office: 220 East 42nd Street, 


West Coast Representatives: Keenan and Eickelberg 
Los Angeles 5 « 235 Montgomery St.. San Francisco 4 


Chicago 11 


Illinois 
50,000 Watts 


On Your Dial 


710 Lewis Bidg., 333 SW Oak St., Portland 4 


New York 17, N. Y. 
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Whirlpool Laundry 
Equipment Will Get 
Largest Ad Campaign 


St. JosepH, Micu.—Plans for : yn 
expanded sales and advertisi: ¢ 
program to push sales of its Whi) - 
pool home laundry equipme it 
were outlined last week at t 
annual directors’ meeting of Nin» 
teen Hundred Corp. 

Although details are still to |e 
worked out, the complete prom »- 
tional campaign calls for adver- 
tising in magazines and news- 
papers of key cities; a nationwicie 
public relations and publicity pro- 
gram; new dealer aids and co»- 
sumer literature; expansion of the 
sales force, and realignment of the 
present four sales divisions into 
seven new ones. Robert M. Mit- 
chell, assistant to the president, was 
named sales manager of the com- 
pany’s Whirlpool division last 
month. 

The appliance maker, one of the 
veterans in the field, is now in its 
51st year of production but has not 
been a major advertiser to the 
consumer. It manufactures the 
Kenmore line of home laundry 
equipment sold by Sears, Roebuck 
& Co. 
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ws The company placed its first 
Whirlpool automatic washer on the 
market last June, offered two 
models of portable washers, and 
completed development of an auto- 
matic clothes dryer, on which it 
plans to start production later this 
year. The Whirlpool line, which 
also includes wringer washers and 
ironers, is merchandised exclu- 
sively through a group of selected 
distributors. 

The company plans to open an 
additional plant here this fall, 
built and equipped at a cost of 
$2,800,000. It will handle produc- 
tion of automatic washers and the 
new clothes dryers. 

Louis C. Upton, who merged his 
Upton Machine Co. in 1929 to form 
the Nineteen Hundred Corp., was 
advanced last week to chairman 
of the board. Elisha Gray, who 
joined the company in 1938 and 
advanced to executive vice-presi- 
dent and a director, was elected 
president to replace Mr. Upton. 

Paxson Advertising here handles 
the account, while William R 
Harshe Associates, Chicago, is pub- 
lic relations counsel. 


‘Newsweek’ Names Davis 


F. E. Davis, former manager of 
Newsweek’s international edition, 
has been appointed administrati\ 
assistant to the publisher of th 
magazine. Edwin E. Dowell, for- 
merly on the Paris Herald Tribu: 
staff, succeeds Mr. Davis on the 
international edition. 


~> o 


Kent Dennan Joins BBDO 

Kent Dennan, formerly with J 
Walter Thompson Co., New York, 
has joined Batten, Barton, Dvr- 
stine & Osborn, New York, as in 
account executive. 


Storm Names Jean Schanitz 
Jean Schantz, formerly w ' 


Baldwin, Bowers & Strachan, B f- [ 


falo agency, has been named ex ¢- 
utive vice-president of Storm / 
vertising Agency, Rochester, N 


—- 
' ' 


THERE’S NO WAST! 
Every Reader I: 
>» A Young Ma: 


0 ioe . ee Gr a en ee fo ek ee ; ae ee ee ie SS, Z 
eee? _ Oe eae) Cer nn oats Pa ae ae eo ae ee ices : re ies a ee ee Sea 1 a a ee Bot ae 2 oo ag alice gee ae “— ae 7 ae es ‘ = 
ree es : << ‘ : : - 
4 6 ee 
_ LT 
a =~. € 6€¢.89 @ 8 OF 
pe 
j Po 
a 
: ee 
| | 
’ 
; 
; 
| 
ie OX, . 
., LA ‘ 64 . 
*s ‘ ¢ sees. 
- he Oy 
a Yd aaa 
; ! ¢ A 
| Lp) 
4 VS ake | 
; Paes ae 
E M ; : | 
So ; ri | 
1 ’ . | 
wm | 
f i | 
oe / . 
— : | 
; | oe a y/ | 
ay f 7 | 
re Y 1 
, | n 
. / 
: a 
@. 
is 
; a. 
' a 
ja: 
e 
: (7) | 
“6 id | ' 
a 
J | . 
d | 
. ' 
‘e | 
4 
| | 
a 
Le 
a 
* / 
| 
_ (Te | Ll 
: F ) t/ 
ey | ) a /4 BE 
&g cS ae ) 
. | fe (roe [yD y= AMON 
_ — SS ff f a3 
% | " * 4 
: | pe Ald 3: GA 
————EEE—EeEee Aepdaimie. | Re 
"4 400 SIXTH ST., NW, WASHINGTON 1, 0 
| 


3, 19.9 


'Y 


+ 
7et 

tign 
for 

rtisi: ¢ 
Whi - 
ipme it 
at tiie 
 Nin»- 


to le 
rom )- 
adver- 
new s- 
Mwicie 
y pro- 
1 con- 
of the 
of the 
is into 
. Mit- 
nt, was 
> com- 
1 last 


of the 
r in its 
las not 
to the 
s the 
aundry 
yebuck 


s first 
on the 
1 two 
S, and 
1 auto- 
1ich it 
er this 
which 
rs and 
exclu- 
slected 


yen an 
s fall, 
‘ost of 
roduc- 
nd the 


fed his 
o form 
., Was 
1irman 
» who 
8 and 
-presi- 
lected 
ton. 

andles 
im R 
S pub- 


In the first four months of this year 


The New York Times published more 


advertising than any New York newspaper 


has ever carried in this period. 


The New Pork Cimes 


““ALL THE NEWS THAT'S FIT TO PRINT” 


*11,628,606 lines, according to Media Records 
...a gain of 409,958 lines 
over the same period a year ago. 
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Lucky Strike Drops 
"Your Show Time’ 


New YorkK—American Tobacco 
Co. will discontinue “Your Show 
Time,” one of television’s most ex- 
pensive film series, after the 26th 
telecast on July 15. Lucky Strike 
is expected to retain the Friday 
night half hour on NBC-TV, re- 
turning to the air in the fall with 


Man’s best 
friend—TRUE 


A dog’s instinct is amazing! He knows 
that TRUE is his master’s best friend. 
Every issue features scoops, adventure, 
sports and the good life for men. And 
TRUE’s men have firm convictions on 
brands, from house paint to liquor. 
That’s why It Pays to Cater to the 
Men!,...in TRUE, 


Send for copy of TRUE, Dept. A9, 67 W. 44, N.Y. 


a new program after an eight- 
week hiatus. 

American Tobacco was one of 
the first—if not the first—adver- 
tisers to sponsor a program of 
dramatic film produced specifically 
for television. “Your Show Time,” 
produced by Marshall Grant- 
Realm in Hollywood, reportedly 
cost $8,500 per film. The series 
never succeeded in obtaining a top 
rating. 

N. W. Ayer & Son is the agency. 


Yarnall-Waring to Chittick 


Walter S. Chittick Co., Phila- 
delphia, has been retained to han- 
dle the advertising of Yarnall- 
Waring Co., Philadelphia, producer 
of power plant equipment. Indus- 
trial media and direct mail will 
be used to promote Yarway prod- 
ucts. 


To Associated Advertising 


Associated Advertising Agency, 
Cincinnati, has been named adver- 
tising counsel of Front-Butler 
Corp., Cincinnati, tire distributor. 
A regional campaign of spot an- 


Studebaker 


buying wave sweeps 
> 
“the nation! 

Another all-time record in April! 

More people bought new Studebaker cars 
and trucks in April 1949 than in any 
previous month in any year. 

Studebaker sales in January, February, 
and March were the biggest for any quarter 
in Studebaker history. 

Twice this year Studebaker has increased 
production in an attempt to meet this 
sensational upsurge in demand. 

1949 is a Studebaker year! 


Studebaker’s really rolling! 


BOLD—With this strong format appearing 

this month in 2,270 newspapers, few 

should miss Studebaker Corp.'s point 

about increased sales. Roche, Williams 
& Cleary is the agency. 


nouncements, newspaper ads and 
a test drive in magazines has been 
launched. 


Toilet Goods Head 
Opposes AMA Seal 
on Cosmetic Lines 


New YorkK—Efforts of American 
Medical Association to impose a 
seal of approval on cosmetics were 
vigorously opposed by S. L. May- 
ham, executive vice-president of 
the Toilet Goods Association, at 
the association’s annual meeting 
here last week. 

The AMA, Mr. Mayham said, is 
not a competent authority to pass 
on these products. Until its com- 
mittee on cosmetics is broadened 
to include scientists and physicians 
who know cosmetics, manufactur- 
ers should not provide the AMA 
with product information, he main- 
tained. 

“IT think that the AMA is no 
better equipped to set itself up as 
an authority on cosmetics,” he con- 
tinued, “than on automobiles, straw 
hats or Scotch whisky.” 

Two governmental bodies, the 


They're pinking shears, gentlemen. Long used 


in the esoteric art of making dresses. 


Philadelphia - 
Detroit 


Nowadays they bite into a brand-new idea— 
Avondale fabrics, in Companion Colors. 
Dyed-in-the-yarn, woven into solid 

shades and stripes, these good Companions 
match exactly. Women, seeing them, 
become matchmakers on the spot. 


Dress manufacturers and shop customers, as 
well as home dressmakers, are learning 
beguiling new things about Companion Colors 
in advertising we prepare for our 

new client, Avondale Mills. 


N. W. Ayer & Son, Inc. 


New York - 
- San Francisco - 


Chicago 


Hollywood Boston - 


Honolulu 
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Food and Drug Administration a \¢ 
Federal Trade Commission, ] ; 
Mayham said, now regulate t 
sale, promotion and advertising 0; 
cosmetics. Whereas their inter: s; 
is non-partisan, he explained, thx s; 
of the AMA may be open to qui s- 
tion, because of its publishing bi s- 
iness and the relationship betwe » 
issuance of the seal and advert s- 
ing in its publications. 

The toiletries and cosmetics 
dustry was urged to set up a jo nt 
promotional program as a meéns 
of increasing its share of the cco, 
sumer dollar, by Frazer V. Sn- 
clair, president of Pope Publish- 
ing Co. 

Pointing out the growth of intra- 
industry competition for “disp: s- 
able” or non-essential expen i- 
tures, Mr. Sinclair said: “You have 
only to read the business section 
in the daily papers to sense that 
it may be a formidable competitiy: 
force. Certainly when we read of 
determined programs, as that of 
the men’s apparel field, to secur 
a substantial increase for thei; 
people from the family dollar, we 
can sense how an accumulation of 
these intelligently conducted cam- 
paigns can whittle away at the 
sales of an indifferent industry.” 


e Mr. Sinclair said the per capita 
use of cosmetics by all women be- 
tween the ages of 15 and 60, ex- 
clusive of utility products, is bare- 
ly over $12. More information on 
why women buy cosmetics and 
more study of living conditions 
could replace the “guess and tra- 
ditionalism which so largely rule 
cosmetic advertising” with “far 
better selling through advertis- 
ing,” he said. 

The industry’s volume in 1948 
was estimated at $700,000,000 by 
C. A. Pennock of Hudnut Sales 
Co., who was reelected president 
Currently, however, he _ added, 
prices are declining. 

Vice-presidents reelected wer 
Joseph Keho, Dorothy Gray, Ltd; 
J. A. Ewald, Avon-Allied Products, 
Inc.; Davis Factor, Max Factor & 
Co., and H. J. Lehman, Wildroot 
Co. William F. Denney Jr. of Fran- 
ces Denney was reelected secre- 
tary and Ralph P. Lewis of Har- 
riet Hubbard Ayer, Inc., was 
elected treasurer. 


Cory Joins D-F-S 

W. R. T. Cory, formerly with 
Harry E. Foster Advertising, To- 
ronto, has joined the New York 
office of Dancer-Fitzgerald-Sam- 
ple. He will work mainly on Cana- 
dian accounts. 


WWL Appoints Tichenor 
Dudley Tichenor, formerly maii- 
ager of WNAO, Raleigh, N. “., 
has joined the commercial (cec- 
partment of Station WWL, New 
Orleans, as director of spot sale 


Van Vleet Retires 
R. M. Van Vleet, manager of t 1 


refrigeration central division 
Cutler-Hammer Co., Milwauk:e 
has retired after 45 years wh 


the company. 
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Phone Chesapeake 3-2500 
THE ALBERT KIRCHER CC 
LEE H. LASHER, VICE PRESIDENT 
100! WASHINGTON BLVD., CHICAGO 
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“Advertising Age 
is speedy, thorough, 
accurate, articulate” 
Gee, 


PHILIP W. LENNEN, 


Chairman of the Board 
LENNEN & MITCHELL, INC. 


“For its services to advertising men, I regard Advertising Age as the 
‘ALP.,’ the ‘U.P.,’ the ‘I.N.S.’ of the advertising industry, plus its 
corollary value as the Walter Winchell and Drew Pearson of our craft. 

“In its coverage of all the news and significant changes and events in 
advertising, its reporting is speedy, thorough, accurate and articulate. 

“Its editorials and commentaries . . . such as ‘The Creative Man’s 
Corner’ .. . are not only constructive and stimulating but good reading. 

“I do not always agree with the conclusions set forth in “The Crea- 
tive Man’s Corner.’ In appraising this column I am reminded of the 
sage observation of Peter Finley Dunne’s character, ‘Mr. Dooley.’ 
When Dooley’s friend Hennessey asked him if he considered the 
Teddy Roosevelt administration beneficial, Mr. Dooley replied: ‘It may 


not have been binificial . . . but it was highly entertainin.’”’ 


“Tm perteant to im 


PHILIP W. LENNEN 


The only way to telescope the Lennen career into the 
space available is to quote as follows from WHO'S 
WHO: Began advertising career at age 16 as junior in 
advertising department of proprietary medicine concern 
in Racine, Wisconsin . . . spending a year studying the 
methods and campaigns of the Old Master Claude Hop- 
kins. At age 17 (1903) became junior copy writer with 
A. W. Shaw Co., Chicago publishers of System, The 
Magazine of Business. Rose to position of mail sales 
promotion manager for all Shaw publications (1904- 
1908). At age 21 (1908) was appointed advertising man- 
ager of The Royal Tailors, men’s wholesale clothing 
concern. Elected V.P. 1912 at age 24, remaining with 
Royal Tailors until end of 1922. Entered advertising 
field in 1923 as V.P. Erwin Wasey Co., Chicago. In 1924 
with the late J. T. H. Mitchell founded advertising firm 
of Lennen & Mitchell, Inc.; V.P. 1924-1930; president 
1930-1947; Chairman of the Board since Jan. 1, 1948. 
Director American Association of Advertising Agencies 


1944-1947. 


2% ee 6 a eis oe EN rar ze eal i at ot eel Py e mie | F aay ie pond , a en oe ee oo oe se a te at 4 yy “gee is 
Ee same his RRS cone Ag Sk eae ae he ely ae: ek it aie aus RES Sik we, ae = én ee: i Le P a Pa, eae ae ere Bae ee aioe ‘a lias 
Ae ales ee i eae ae Sie eee 3 Be. Lp ae & a he A ee ae at Boe ee ge teed ore a eM 4 scat SS ee ao oo a. es wr, 2 bes 

bs es oe aE Le v4 a , rey FW pe Ni 5 ry cx a. ee Fel eS J< Bo eae ae. Tipit Sena. 1 os yale ae Cre eee ea 7 re ees De ig Oe ie Be, es 
RG ce a ee a ee ee ee et ae: ee 
io 
23, 1! 49 
tion a id 
mn, Jy ’ pan 
ate tx 7 
ising of | 
inter: s es ae ay ee ny Ee 
te sai tee = : Bek, 
d, the si ee ss is he 
O qui s- . a J wes ges oa pe 
ng bis. age - . eR, _ 
feels ’ e ae We ae ee eh 
vet we y p eee : os A Wye cater , : 
dvert ee ee erp. ; 
et rere. 
tics j- ae, aie bt i 3 . # 7 " 
a jont bi, ees | ae . Bae 
J $ eae iS S. ti, ME . 
mez nis 4 P , a ee i 
he co- rere . 4 ok } : — 
V. Ss * ne “ ; ae ‘. . ‘ 
~ublis h- pan > r . 5 \ . 4 ae, 
f intra ? yy = ’ f te 
‘dispus- Se J f 
ne sgt. ° ae 
Pe . ‘a . anes 
i ~ a ; ; ‘ * i be 
BD ‘oa ah 7 A (ae : : ; 
tegen yd . 1A f- 
rie ‘ i x ; 
a oe ne eee =» ‘ ‘ peas . 
ie 4 eS? ape oe , . act ae ee a ae 
i. pt a ee ee i Ie a " 
pe ye co et 3 , , hs : 7 seis, 
pee a 4 ae = 
of = : 3 ie ae q ; t Bi ae | eo i 
peony ws ae eer ee juss 
itagh sy a i * fe og acai ees 
RY feo ag — sf te ae See 
Bae me salen 4 MRR eS are - 2 
eee a : j a fy ; :# Tx ae é i ie : ‘te cS j 
¥ ;, 4 ee i. i ee P os + ay a a a 
‘ ‘ e- I 
a. 
a : a ; 3 : ES a a ee 
Hees igihah semen canara ens mee SES cae ec Ree ga RS Pe 
i 
loa 
: i; 
Pie. 
a 
oe 
a : 
= 
= 
ee 
ae 
with 
x, To- hi 
York 
-Sam- ; 
Cana- = 
ap 2 ee 
nop 
mani- ae i. 
ae pe oa 
1 de- So 
New A _ 
ie rae 
sale ea 
are 
of the i 
yn ol FF : 
yuk: e a 
rit} co 
WwW i ’ ig 
| ee a - 
- ee = 
4 
: ee 
Re. 
ag — ne Lax 
Ss - — Soe OO ee com i 
— ee gan oon © ic a 
at ane er — y 
rtising Age t::—-- o 
Advertist = | pe 
a aancaaeaa FCC Apparently ay i 
. ames | iden Video Ban Rs 
h Proofs \12 Advertisers | - ito Wi —I alee Aan woe a 
Rough Fr° Unique | a | Progen Want “a 
\ Ty Support } f 4 ‘Sterling Sees tends Proveted _ 
fae 188 Te ant wee Contast 2 5 sy nteas wens \ oF 
coerce 8 arnt See) BE - o15 oe + wo \ vag 
‘ : dis Gee : 69 Fe i 
7 : j = i Ee. 
E r ; ; , : Gare F = ee 
7 a oO an oo eo TS ee os 
— =— nn ae ee ee , eg 
—- Peete SSE yee ne mes \ ee 
se — —— ave dl | wos ot oe AOS in wa a4 cas 4 
Sze Sere a— Steam Matic a er aye 
ome oars comrent| eae Seas fon Price Cal |e note tren ae pon se _-: Bas sgh 
=. 2 1a coors” ras a a ee | eo oe 
: eee eT Talis cere e aly Baw PrOdeeee eT nae el see ps 
ee ee ap z 
° So wer le & So re on ee ; 
. i ae . se oe on or ive - .. 
7 oe 
j ae 
ears 


TIES 8's Fa aE 
Vee ae Paes? 


A New Job for the Atom 


HAT the world needs most, certainly, is 

the assurance of permanent peace. After 

that, its first great need is much more 
power for turning the wheels of industry and agri- 
culture—and for providing food, health, and good 
life in all the nations of the earth. The United 
States holds that power. Today it is hidden in 
secrecy, reserved for war, and certainly not un- 
derstood by the American people. Yet that power 
may itself be the key to peace. 

A single pound of the atomic explosive that the 
United States alone possesses has within it ten 
million kilowatt-hours, or thirteen million horse- 
power-hours, of available and useful energy, It 
would equal the power produced by a thirteen 
thousand-horsepower engine working for a thou- 
sand hours, or forty-two days. A pound of this 
uranium or plutonium fuel measures slightly more 
than a cubic inch, about the size of a big walnut. 
It can do the work of fifteen hundred tons of coal. 
It contains as much energy as the output of a 
hundred-horsepower automobile engine working 
day and night continuously for fifteen years. 

How much of this concentrated energy goes 
into a single atomic bomb is a well-guarded secret, 
but informed guesses set the amount at twenty or 
thirty pounds. That would be a piece as big as a 
grapefruit. It would provide some 250 million kilo- 
watt-hours of electricity, and that is enough to 
supply for a week the electric light and power 
requirements of seven million Americans—say, the 
population of New York City. The content of 
twenty bombs would supply the entire United 
States with electric power for a week. 

The present American production of the atomic 
explosive is an even deeper secret, but it has been 
estimated at enough for one hundred to five hun- 
dred bombs a year (the latter figure is implied by 
Dr. J. Robert Oppenheimer, wartime head of the 
atomic bomb laboratory at Los Alamos). That 
would be a production of one to five tons of this 
concentrated power a year, What this means can 
be gauged by the fact that all the power (from 
coal, oil, natural gas, and water power) now used 
by the entire United States in one day could be 
produced by one ton of the atomic explosive. 

There is no greater tragedy for humanity than 
the international tension that keeps the colossal 
atomic-power supply secreted behind walls and 
readied only to spread destruction and death. 
With peace assured, this same power could mul- 
tiply many times over the industrial production, 
and therefore the wealth, of unnumbered nations. 
That possibility has not yet been taken to heart by 
Americans. 

Our country, alone among nations, is blessed 
with an easy supply of power from coal and oil. 
With our resources and our social system, we can 
afford to ignore atomic power for our Own use, or 
can at least question its value to us as a substitute 
for the power we already have. But it is a tragic 
error, if not a fatal one, to ignore what atomic 
power could mean to the rest of the world. It is 
wisdom to understand the difference between our 
point of view and that of the rest of the world. 


II 
T 1s difficult for Americans to realize how far 


the world is still retarded. In India and in 
China, for example, fully seventy per cent of 
all power is still generated by human and animal 
muscles. From the engineering point of view, that 
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is the most costly and least efficient form of power. 
A man pulling a plow all day uses about 5,000 
calories (kilo calories) of energy, which he gen- 
erates from 2% pounds of food. Human food is the 
most expensive fuel on earth. 

By contrast, for every person in the United 
States the energy provided from cheap fuels is 
about 300,000 calories.per day—which gives each 
of us the equivalent of sixty hard-driven and ex- 
pensively fed slaves. To bring other representative 
countries up to our level of energy expenditure, 
the power supply would have to be multiplied by 
60 in China and India, by 6 in the USSR and by 1" 
even in the United Kingdom. 

There is no possibility of any such increase in 
power for the far countries. That is why the 
world’s hope centers on atomic power. 

But if we shared our technology, what would 
the prospects be? In the first place, is there enough 
uranium to go around? 

Yes. 

The entire present power requirements of the 
world could be supplied by one thousand tons of 
uranium a year, or two million pounds, The mini- 
mum amount of uranium now known to be avail- 
able in good commercial deposits is a hundred 
million pounds—enough to last fifty years. Already 
in sight is enough raw material to last the world 
at least a century, even under a rapid increase in 
the use of power. Long before this atomic fuel 
supply is exhausted, other sources of nuclear ‘en- 
ergy may well become available. 

The question now becomes: what is the cost of 
generating power from uranium and thorium? The 
approximate cost is known, but it is based on the 
operation of small experimental units and is, of 
course, kept secret. It is obvious, however, that 
there are two factors that make this power cheap. 

One is the fact that the cost of transporting 
atomic fuel is practically nothing. A thousand 
pounds of it, although the equivalent of nearly 
two million tons of coal, would be a small load for 
even a small plane and, considering its energy con- 
tent, could be delivered anywhere at a negligible 
cost. 

Even more important is the second fact. A large 
generator, such as that at Hanford, Washington, 
i0t only develops heat and power, but also uses the 
penetrating atomic rays to convert ordinary ura- 
nium and thorium into the explosive forms of 
uranium 233, uranium 235, and plutonium. In fu- 
ture large generators, a pound of atomic fuel, 
mixed with a pound of ordinary uranium or thori- 
um, will not only generate ten million kilowatt- 
hours of energy, but will at the same time produce 


another pound of fuel. This means, in effect, that | 


the atomic fuel itself does not diminish, and the 
cost of the power-full plutonium is no more than 
the cost of ordinary uranium, which is between 
five and ten dollars a pound. 


With transportation and production costs so 
handsomely in favor of atomic fuel, the possibility 
of using it for industrial power becomes very at- 
tractive. Experts calculate that the atomic plant 
can generate electricity at a cost of 0.75 cents per 
kilowatt-hour, and can thus compete with a coal- 
burning plant wherever and whenever coal costs 
more than six dollars a ton. 

The conclusion is that, until the atomic process 
is improved and reduced in cost by operating ex- 
perience, there is little chance that it can compete 
with coal in the industrial centers of the United 
States, or even in England or the Ruhr. At any 
distance from a coal mine, atomic power would be 
cheaper than coal power today. 

Thus, the chief interest in atomic power will be 
found in such countries as Italy, Cuba, China, 
India, the nations of South America, and even 
Russia. While Russia has ample coal within her 
borders, transportation facilities and transporta- 
tion costs are probably prohibitive. If the United 
States adopts President Truman’s new program, 
every power-hungry nation will be seeking access 
to the vast promise of atomic energy. 


This was clearly stated by Dr. Herbert V. Evatt, 
Australian delegate to the United Nations, as long 
ago as 1946: 

There are nations whose industries may decline 
in the absence of an alternative to coal as a source 
of power. There are other countries where the 
supplies of power not involving the transport of 
large quantities of coal or the building of long 
electrical transmission lines would open up new 
areas of agricultural or mineral development. 
Abundant power at reasonable cost is the life 
blood of modern industry. Power from atomic en- 
ergy may enable modern communities to flourish 
in regions remote from existing sources of power. 
Such nations will be likely to demand access at 
the earliest possible moment to such materials and 
information as may be necessary for them to de- 
velop atomic energy for peaceful purposes. 

All this was contemplated long ago in the orig- 
inal Baruch plan for the control of atomic energy 
on a world-wide scale by the United Nations. The 
purpose of that plan was not merely to guard 
against the misuse of'atomic energy in weapons of 
war by giving the United Nations the right to in- 
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spect all atomic-energy installations anywhere, 
but to give the United Nations actual ownership 
of every resource, every power plant and labora- 
tory, and all knowledge of atomic energy and 
atomic power. Only under this protection for all 
could the United States feel safe in revealing and 
presenting its knowledge to the world. 


III 


HE failure of the Baruch plan is disastrous. 
It has in fact intensified the fear of war and 
has led to a renewed armament race. The 
disaster seems greatest to Americans, because we 
have been shown the awful results of the bomb 
and live in dread of it as a decisive weapon. But 
expert opinion is now not so sure. Belief is grow- 
ing that while the atomic bomb is certainly lethal 
to civilians, it is not a weapon that can win a war. 

Those who now decry the atomic bomb point 
to the official United States Strategic 
Bombing Survey and to the State- 
ment on German Industry by the 
Office of War Information, which to- 4 
gether present these shocking facts: 

In the sixty-one major German 
cities bombed by the U. S. Army Air 
Forces, 3,600,000 homes were de- 
stroyed or badly damaged, 7,500,000 
persons were made homeless, 780,- 
000 civilians were injured, and 300,- 
000 civilians were killed. Neverthe- 
less, Germany’s total war production 
continued to increase until in 1944 
it reached 285 per cent of the pre- 
war figure. 

In spite of the dropping of 1,300,000 tons of 
bombs on Germany in five years, tank production 
climbed steadily from 3,800 in 1941 to 19,000 in 
1944, and aircraft production grew from 11,000 
in 1941 to 39,600 in 1944. 

Such facts have led the retired British Major 
General J. F. C. Fuller to the personal conviction 
that, “Strategic bombing actually impeded speedy 
victory.” 

A British civilian, Professor P. M. S. Blackett, 
agrees and goes further. During the late war he 
was the leader of “Blackett’s Circus,” a group that 
developed the new method of analysing and direct- 
ing military strategy that was later to be called 
operational research. His operational research 
group was deeply involved in the strategy of area 
bombing. Thus, there is great importance in his 
opinion that area bombing in general and atomic 
bombing in particular have little value in modern 
warfare. 

The indiscriminate killing of civilians, and even 
the destruction of cities, does not reduce war pro- 
duction but instead increases enemy resistance, 
and makes actual occupation more difficult, if not 
impossible. This thought is borne out by General 
Fuller, who writes: “The object of war is not 
slaughter and devastation, but to persuade the 
enemy to change his mind. . . . Strategic bombing 

. . was not only morally wrong, but militarily 
wrong and politically suicidal.” 

The sum of Professor Blackett’s argument is 
that the atomic bomb is a futile weapon, which is 
unlikely to be used by either side in any future 
war, and that, therefore, the United States is seri- 
ously at fault in basing its entire atomic-energy 
policy on the bomb. 

The United States, certainly, cannot accept the 
British scientist's conclusions, unless and until they 
have been studied and confirmed by American ex- 
perts—the more so, since his analysis, though pre- 
sumably purely scientific, does bring him out on 
the Russian side of the controversy. 

Certainly his opinion does not accord with that 
now prevalent in America, where the strategic 
bombing survey has received little attention while 
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more and bigger bombers have had much public- 
ity. A sharp and extended controversy will prob- 
ably be required to clarify the national policies 
thus put in doubt. 

Certainly, Professor Blackett’s conclusions sub- 
ject the whole enigma of atomic energy to a new 
light that searches out significant possibilities. For 
instance, if the Russians too were convinced that 
the atomic bomb is a useless weapon, they could 
well afford to encourage us, by devious means, to 
concentrate our efforts on the bomb. For, mean- 
while, they could perfect other weapons, biologi- 
cal ones perhaps, and devote all their work with 
atomic energy to the development of atomic en- 
gines and atomic power with which to win the 
peace — say, by the industrial development of 
China. 

If that should prove to be the case, then inter- 
national atomic-energy control is hopeless, and it 
becomes the task of the United States to increase 
the industrial potential of the safely 
non-Communist world as swiftly as 
possible. 

Since there is at present no atomic- 
energy control whatsoever, some 
other nations are going ahead with 
limited resources. France already 
has an atomic pile in operation. Nor- 
£4 way, Sweden, Holland, Belgium, 
===" and Switzerland also have more or 
el fK| less definite atomic-energy projects 

in mind, There is much talk, in fact, 

of a common Western European ef- 

fort. If the hope of the future is 

atomic power, not atomic bombs, 

then cooperation with such efforts 
becomes desirable. 


IV 


HE obstacle is our policy of secrecy that 

I seems so essential to security. Atomic pow- 

er cannot bring a new and _ beneficent 
atomic age until the need for secrecy is ended. 
Is secrecy necessary or wise? 

Every American habit and tradition makes se- 
crecy uncongenial to us. We do accept it for mili- 
tary plans, but atomic energy is more than a mili- 
tary force. 

In fact, Senator Brien McMahon, Chairman of 
the Joint Congressional Committee on Atomic 
Energy stated: 

This much we do know —the question pro- 
pounded here goes to the very heart of our demo- 
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cratic system of government. . . . The experience 
of a century and a half has demonstrated that our 
system of free government functions best when 
the maximum degree of information is made avail- 
able to our people. 

The Atomic Energy Commission itself has ques- 
tioned the desirable limitations of secrecy. Chair- 
man David Lilienthal has said that secrecy car- 
ried to extremes “could actually black out democ- 
racy.” 

The industrial advisory group of the Commis- 
sion under the chairmanship of James W. Parker, 
president of the Detroit Edison Company, reports 
that “industry has no way of determining whether 
important opportunities in fact exist. ... Today no 
one can say whether the prospects of profit or 
other incentives exist because under present con- 
ditions the great majority in industry know little 
or nothing about the subject . . . they neither know 
where to look nor what to look for. ... The govern- 
ment . . . alone is in a position to open the doors.” 

The crowning irony is that the decision on se- 
crecy must itself be made in secret. A well-in- 
formed decision can be made only by that small 
group of officials who know just what is hidden 
by secrecy. If the decision were to be made by the 
American public in the traditional democratic 
way, it would have to be made in complete ignor- 
ance of the facts and solely on the basis of general 
principles. If the facts were to be revealed for the 
sake of a democratic decision, then secrecy would 
already be ended and the decision made in ad- 
vance. Thus, incompatible with democracy, sec- 
recy propagates itself. 

Perhaps Professor Blackett has provided a key 
to the atomic enigma. If his views are confirmed 
by American experts, and if thus the atomic bomb 
does not turn out to be a decisive weapon, secrecy 
has no further purpose. Then the hopeless effort 
at world-control can be cheerfully abandoned. 
Then we can proceed to apply our precious and 
expensive atomic knowledge to increase industrial 
production. Then the Atomic Age can begin. 

In our atomic knowledge we have the means to 
rectify many of the world’s basic ills, prov vided 
only that the atomic bomb is obsolete. Professor 
Blackett has shown us a ray of hope. But is he 
right? We must be very sure. Until we are, nothing 
is changed. Until then, we can but join in the hope 
expressed by David Lilienthal: 

“If we live by faith, I deeply believe that these 
great discoveries of our time can be made to better 
the lot of mankind and further the kingdom of 
God.” 
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“A New Job for the Atom,” here condensed* for your convenience 
from the May issue, is a first-rate example of the horizon-lifting 
journalism that has kept HARPER’S in the forefront of modern 
life for almost a century. With its companion articles, stories, 

and reviews, it will cause some 150,000 HARPER’S families to 

. to make opinion all over America. Never the 
exclusive property of its editors, this incisive ability of HARPER’S 
to make opinion also exists for advertisers to use .. . 
merchandise or to establish an idea. 

* We'll be delighted to send you the complete issue. 
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Fanny Doesn't Sell Here Any More 


Marshall Adams, advertising and 
sales promotion manager of Mul- 
lins Mfg. Co., maker of Youngs- 
town kitchens, told ADVERTISING 
AGE a week ago, in commenting on 
the results of Youngstown’s Satur- 
day Evening Post spread seeking 
retail appliance salesmen: 

“When we went out to merchan- 
dise this program to our dealers, 
we were astonished to find about 
75% of them were all for the idea. 
This indicated that the dealer has 
finally decided that his efforts 
to do business largely through 
floor traffic are not going to be 
enough. The dealers are finding 
that price leaders, and even price 
cuts, are not sufficient to move 
the volume of merchandise which 
they have been selling, and the 
only solution is to go out and ring 
doorbells and persuade people to 
buy.” 

Well, Mr. Adams, we were not 
astonished; and we have some 
minor doubts about how astonished 
you were. What really astonishes 
us is that 25% of your dealers, or 
any other manufacturer’s ap- 
pliance dealers, should still think 
that they can keep afloat by sell- 
ing major appliances and major 
items of household equipment to 
people who are so darn eager to 


buy them that they insist on dis- 
turbing the retailer by coming into 
his store and grabbing his mer- 
chandise away from him. 

The history of the appliance bus- 
iness clearly shows that appliances 
are sold, not bought. The number 
of people who simply must have 
a new kitchen sink, or a new re- 
frigerator or vacuum cleaner, and 
who will tear down a dealer’s door, 
if necessary, to get one, is sizable; 
but it is never big enough to keep 
the appliance industry going at 
full blast. 

Now, just about everyone in that 
category has filled his long-felt 
want. The people whose sinks were 
threatening tc fall out of the wall 
and whose refrigerators were sag- 
ging from senility have already re- 
placed them. Those remaining can 
get along for another year or two 
with what they’ve got, and they 
probably will get along unless the 
appliance business returns to Sell- 
ing, with emphasis on feet and 
doorbells. 

That’s the kind of business it 
is, and the faster manufacturers 
and dealers both recognize this fact 
and do something about it, the 
sooner the industry can drag itself 
out of its temporary doldrums and 
ring up some new records. 


More Important Than Selling? 


Last weekend we read the book 
by John Orr Young, one of the 
founders of Young & Rubicam 
(“Adventures in Advertising,’’ 
Harper & Bros., $3). It’s an inter- 
esting book and one many admen 
will want to read, although it 
tended to leave us sort of unsatis- 
fied when we had finished it. 

But this is not a book review. 
What bothers us is that we found 
in it, in slightly modified form, a 
statement which bothered us a 
great deal when we first read it 
some time ago when parts of Mr. 
Young’s book were being serialized 
in what we shall coyly call another 
advertising publication. 

In explaining his desertion of 
advertising for the public relations 
field, which took place some years 
ago, Mr. Young says: 

“Back in the 1920’s and 1930's 
it was necessary to whip up mass 
desires to buy, as well as to create 
mass production and distribution. 
Advertising played its necessary 
and irreplaceable part. And it is 
still necessary and irreplaceable, 


but today business has more both- 
ersome problems than selling and 
distribution.” Such as, Mr. Young 
implies, “adoption of a more re- 
sponsible attitude,” explaining it- 
self to employes, etc. 

We think we know what Mr. 
Young means, but we think he says 
it badly. In our book, at the precise 
moment when business develops 
the attitude of having “‘more both- 
ersome”’ problems than selling and 
distribution, business loses its only 
reason for existence, and ceases to 
have any problems—or any life. 

The business of business is to 
make and distribute goods and 
services, to see they are good 
goods, available at reasonable 
prices. Business can and does have 
other problems—and _ important 
ones. But it has no problem or col- 
lection of problems that is more 
important than efficient and ef- 
fective production, selling and dis- 
tribution. In fact, greater attention 
to this basic problem might elimi- 
nate some of the other “more 
bothersome” variety. 


Advertising Age, May 23, 1 \49 
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“Very faulty articulation, don’t you think, dear?” 


Recovery 

We've been meaning to tell you 
about the March 28 issue of the 
Manila Bulletin, marking the 
paper’s 49th anniversary in the 
islands. It’s quite a job, 168 pages 
and 30 tons of paper were used. 

The most impressive thing about 
the anniversary edition, however, 
is the optimism, the confidence and 
hope, which spring from its pages. 

The last time we saw Manila 
it was a battered city. The harbor 
looked like a lake, with bull- 
rushes sticking up through the 
water. Only the bullrushes were 
the masts of Jap ships, sitting 
placidly on the bottom—a com- 
mon location for Nipponese vessels 
in those days. 

The white federal buildings 
looked like glistening sugar cubes 
from a distance, but at first hand 
they were gutted, roofs and win- 
dows gone. The buildings lining 
the Pasig River had been de- 
stroyed, and the Escolta—Manila’s 
shopping center—was laboriously 
being patched together. 

The marks of the furious fight- 
ing were everywhere. Including 
the marks on the population— 
still limping, still bandaged. In- 
tramuros, the old walled city (the 
walls were 282 years in build- 
ing), was shattered and ruined. 

To observers rolling down 
Dewey Blvd. in a jeep, the silence 
of the ruins was depressing. They 
seemed like tombstones. The whole 
city seemed to live in a pall of 
debris and disaster. A correspon- 
dent remarked that, next to War- 
saw, Manila was the most de- 
stroyed city of the war. 

The Pearl of the Orient still isn’t 
back in prewar shape. But the 
Bulletin reports that the Escolta is 
busy again, and the clamor of 
tongues—Tagalog, Spanish, 
Chinese and Hindu—is once more 
heard in the shops. The city has 
ambitious plans for laying out a 
new metropolis—replete with 
parks and parkways. 

The U. S. embassy is working 
out of the Chancery building (once 
the high cemmissioner’s office)— 
since its building was one of those 
destroyed in the hectic days of 
liberation in February, 1945. 

As of March 1, some 1,013 pub- 
lic projects involving $48,450,000 
were under way, and the average 
percentage of completion was be- 
tween 50 and 60%. Intramuros is 
now covered with cogon grass—and 
empty plains now mark a spot 
which once teemed with humanity. 

Nevertheless, the islands are 
now doing business. The colleges 
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and hospitals are—or are being— 
restored. The Huks are consider- 
ably less active. 

The Bulletin’s issue is full of 
familiar names, Presto pressure 
cookers, RCA, Campbell’s Soup, 
Lucky Strike, Armour, RKO, Pabst 
and Chevrolet. 

It’s good to know Manila’s well 
on the road back. 


Straight Talk 


If you want to know how agency 
men solicited business, circa 1895, 
here’s an ad signed by George Bat- 
ten. It’s a contribution of Scout 
Fred Perkins, now a vice-presi- 
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A good 
advertisement 


must be bold enough to attract attention, and yet 
so neat in appearance that it will not offend good 
taste. Its language should be plain and brief, and 
it should be published in the paper read by the people 
most likely to buy the article advertised 

That 1s just the kind of advertisement and paper 
that I try to secure for my customers 
licited, 


An interview with intending advertisers is s« 


I go anyw here for business. 


George Batten, 


NEWSPAPER ADVERTISING AGENT, 
38 Park Row (Potter Building), 

_— New-York 
dent of C. L. Miller Co. The mag- 
azine in which the advertisement 
ran is not known. 

The copy is simple—but it makes 
good sense still, don’t you think? 


Jottings 

Grosset & Dunlap and Curtis 
Publishing already have Bantam 
Books, and now have taken on 
Wonder Books. These sell at the 
same price as Bantam—25¢—but 
are for little children... 

Muzak has been installed in la- 
bor rooms inwWohns Hopkins Hos- 
pital... 

Melvin H. Baker, president of 
National Gypsum, recently warned 
the Arkansas Lumber Dealers 


| Association that we “may be talk- 


into a psychoso- 
Gee, Freud, 


ing ourselves 
matic depresstion.” 
what you started!... 

Palm & Patterson, Cleveland 
agency, is rightly proud of some 
copy it helped to produce for 
Cleveland Chain & Mfg. Co. The 
company’s ads insist a softening 
market is no reason for business 
to cave in, and urge hard selling... 


Rough Proofs 


Fred Allen owes so much 
Gilbert and Sullivan and tl ei; 
“Pinafore,” he is thinking of e. 
viving the copyright so he can } a) 
royalties to their heirs and assig 1s 


The agenda for the conventior o; 
the Associated Business Papers aj 
Hot Springs last week sugges eq 
that for this purpose the sprigs 
were properly named. 


“Ad volume down slightly for 
first quarter,” reports the world’s 
greatest advertising journal. 

The lines may be down, but 
after all publishers pay their bills 
with dollars. 


Robert W. Mueller urges mer- 
chandisers to consider the fact 
that not all packages can be placed 
at eye level. 

Even though it’s there they look 
their level best. 


With Lee Pharmacal boosting 
his list of radio sponsors to five, 
Arthur Godfrey won’t be surprised 
to receive a summons in an anti- 
trust suit from the Department of 
Justice. 


Marshall Adams says the only 
solution to selling is “to go out 
and ring doorbells and persuade 
people to buy.” 

Looks as if the Fuller Brush 
man is in for lots of competition. 


The Bureau of Advertising says 
women in one state spend only 
39¢ a year for brassieres and cor- 
sets, compared with their sisters 
in another state who spend $3.17 
apiece. 

Are the gals in the first state 
that good? 


A brand name, suggests William 
J. Archer Jr., should be easy t0 
read and pronounce. 

Like Nescafe, for instance? 


It’s a brave space buyer hi 
will pick a medium he believe: 
but which he thinks will be hire 
to “defend” if he is called on ‘he 
carpet by his bosses or the clie 


Baseball is a funny game. ‘he 
Cleveland Indians, 1948 wor d: 
champions, took a double shell: °k- 
ing a few days ago from the | }* 
cellar champions, the Chic & 
White Sox. 


“TV spurs pretzel sales,” he ' 
lines AA. Then it’s fair to ass 
it also spurs sales of the an %* 
fluid that goes best with pretz: ‘ 


Promotion copy is beginnin 
name names and call a spac 
club now and then. That’s fin¢ 
long as the boys don’t drag 
the brass knucks. 


Copy ( Us 
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with First 3’s 
rh SUNDAY PUNCH 


t Give your advertising CONCENTRATED POWER in the Impor- 
tant Industrial North and East. In 14 states in this area — 
representing one-half the total U.S. retail sales—Frirst 


wo! a 3 MARKETS GROUP delivers 42% average family coverage. 
nic & 


New York Sunday News 
Chicago Sunday Tribune 
Philadelphia Sunday Inquirer 


Rotogravure « Colorgravure 


Picture Sections « Magazine Sections 


fin 
= uth Vew York 17, N. ¥., News Building, 220 East 42nd Street, VAnderbilt 6-4894 ° Chicago 11, Ill., Tribune Tower, SUperior 7-0043 
m an Francisco 4, Cal., 155 Montgomery Street, GArfield 1-7946 7 Los Angeles 13, Cal., 448 So. Hill Street, MIChigan 0578 
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N. Y. Sales Execs 


Average $20,000 
Income Annually 


New YorK—New York City sales 
executives averaged a $20,575 in- 
come in 1948—and had to travel 
about one mile for every dollar 
made, the Sales Executives Club 
of New York has found in a re- 
cent study of its 1,800 members. 

Sales executives here do about 
$5,000 a year better than the $15,- 
000-a-year national average, re- 
ported a few months ago by the 
National Federation of Sales Ex- 
ecutives. 

“Sales executive,” in the club’s 
lexicon, means a man in a man- 
agerial position, with salesmen 
under his supervision and a hand 
in directing sales policy. 

The SEC found that a correla- 
tion exists between miles traveled 
and compensation: The average 
travel for sales executives was 19,- 
199 miles a year—but the man 
earning $30,000 was apt to report 
mileage in the neighborhood of 
30,000. 

The club thinks this bears out 
the argument that the more suc- 
cessful sales executives spend their 
time with the salesmen in the 
field. 


ws Other survey highlights: 

1. The executives polled in- 
fluenced the spending of $960,907,- 
248 in 1948, an average of $838,- 
488 each. 

2. Some 68% of the group in- 
fluence selection of advertising 
media for their companies, and 
47% have “much” to do with selec- 
tion of advertising agencies. 


Plans Father's Day Drive 


Parfums Charbert, Inc., New 
York, will launch a national Fa- 
ther’s Day campaign this month 
using 100-line ads in the Chicago 
Tribune, Dallas Times Herald, 
New York Times and Philadelphia 
Inquirer. Lester Harrison, Inc., 
New York, is the agency. 


WNBK Promotes Jenkins 


Joseph A. Jenkins, program di- 
rector of WNBK, Cleveland, since 
February, has been named mana- 
ger of the NBC television station. 
He succeeds Charles C. Bevis Jr., 
who has been named director of 
NBC owned and operated tele- 
vision stations, with headquarters 
in New York. 


( Advertisement) 


New Purolator V. P. 
ca ” 


H. Joseph Markert has been elected 
vice president and comptroller of 
Purolator Products, Inc., manufac- 
turers of oil and fuel filters. Mr. Mar- 
kert reads The Wall Street Journal 
every day. So do 23,509 other vice 
presidents in this reading audience of 
223,641 businessmen. If these able-to- 
buy people are a market for your 
goods and services you should adver- 
tise to them regularly in The Wall 
Street Journal. 


Dreer to Paris & Peart 


Henry A. Dreer, Inc., Philadel- 
phia, has appointed Paris & Peart 
Advertising Agency, New York, 
to handle the advertising for its 
seeds, bulbs, nursery stock and 
garden supplies. 


Stetter to Reynolds Metals 


Bruce L. Stetter, formerly in the 
export division of Republic Steel 
Corp., has been named general 
manager of the export division in 
the New York office of Reynolds 
Metals Co. 


Rosemarie Names Steiger 


Edith Steiger, formerly with 
Parfums Charbert, Inc., New York, 
has been appointed sales promo- 
tion director of Rosemarie De 
Paris, New York candy manu- 
facturer, effective June 1. 


Doremus Names Holderness 


Marvin E. Holderness Jr., for- 
merly with Sam P. Judd Adver- 
tising Co., St. Louis, has been 
named an account executive in the 
_— York office of Doremus & 

oO. 


Winant Joins Weightman 


E. Morgan Winant, former fash- 
ion merchandising head and a di- 
rector of Susan Taylor Johnson, 
Inc., has joined Weightman Ad- 
vertising, Philadelphia, as a ser- 
vice and new business executive. 


Kem Co. Names Gotham 


Kem Mfg. Co., Fair Lawn, N. 
J., maker of automobile fuel pumps 
and ignition parts, has appointed 
Gotham Advertising Co. New 
York, to handle its domestic and 
export advertising. 


Advertising Age, May 23, 1819 


Appoints Hickerson 

Air Purification Service, Ne». 
ark, manufacturer of glycol \:- 
porizers for home and indust y, 
has appointed J. M. Hickers: n, 
New York, to handle its advert s- 
ing. 


Liquid Carbonic Boosts Esop 


Joseph J. Esop, medical gas sa 2s 
supervisor of the Wall chemic. |s 
division of Liquid Carbonic Cor), 
Chicago, has been named sa es 
manager of the medical gas di-i- 


sion. 


OREGON-MADE TEXTILES spell payrolls which 


give Oregon customers more money to spend... 


As a group, Oregon Market textile mills are the greatest manu- 
facturers of woolens west of New England. The largest single 
woolen mill west of the Mississippi is located in Portland which 
is second only to Boston as a primary wool buying market. 
Recognized among the best, Pendleton, Wool O’' The West, 
Jantzen, Washougal, Oregon Worsted are among Oregon fabric 
products known everywhere. Blankets, motor robes, knitwear, 
woolens and worsteds for men’s wear and women’s wear hold 
topmost position in a $15 million production, annually using 14 
million pounds of wool. In a single month a Portland mill pro- 
duces linings for 200,000 neckties .. . 85% of total U. S. output. 


Over 2000 families share the $3 million payroll from textile 
mills in the big Oregon Market. Where money is being made, 
there’s money to spend... on your 
product or service, for instance. 
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)'BC Drops 32 
}lidwest Employes; 
\ ideo Costs Blamed 


Cuicaco—About 32 jobs in Na- 
t nal Broadcasting Co.’s central 
© vision have been terminated. 

NBC’s midwestern complement 
i now about 300 persons. The 32 
wno left (in what is officially 
tcrmed a general “tightening up 
o. operations”) were primarily 


clerks, typists and secretaries. The 
move is attributed to soaring tele- 
vision costs. 

Rumors that I. E. “Chick” 
Showerman, central division vice- 
president, definitely will move to 
New York are premature. The 
matter is still in the discussion 
stage. 

Reduction of central division 
personnel is the largest cut which 
NBC has made recently. Only 
about 12 employes in other divi- 
sions have been dismissed. 


sas 


DeJur-Amsco Plans Drive 
with Premium Offer 


DeJur-Amsco Corp., Long Island 
City, is launching a campaign this 
month for movie cameras, pro- 
jectors, exposure meters and 
screens in New York Times Maga- 
zine, The Saturday Evening Post, 
U.S. Camera and 35 newspapers 
throughout the country. First phase 
of the campaign which ends July 
31 is aiming for a $1,000,000 sales 
goal. 

Dealers will offer customers a 
free exposure meter with every 


DeJur camera and a free screen 
with every projector. Reiss Adver- 
tising, New York, is the agency. 


Schedules New Meds Drive 


Personal Products Corp., Mill- 
town, N. J., will promote Meds 
this spring and summer with 18 
ads for 18 consecutive weeks in 
This Week Magazine in 24 news- 
papers plus ten additional papers. 
The regular Meds campaign will 
continue in 19 national magazines. 
Batten, Barton, Durstine & Os- 
born, New York, is the agency. 


OES WITH PERFORMANCE» 


ROFITABI 


Q 


o with The Oregonian 
the Oregon Market 


fituble advertising performance in the ever-growing 


egon Market depends upon making more sales for every 


er: sing dollar you spend. Here’s how! By using 


¢ (regonian, you'll reach more customers at lowest 
(-} c-reader (23,245 more families than Portland’s 


On 


| 


e 


( 


newspaper). With greater READER INTEREST 
SPONSE built smack into the paper 


| this factor R), profits are natural results. 


ur advertising dollar a chance to roll up its sleeves 


) cform to its maximum capacity... 


I + Oregonian. 


/ 
io 


he 


E SALES 


It’s America’s 
Fastest 

+ Growing 

Market 


.++IN POPULATION (U. S$. Census 
Bureau, 1948) with total EFFECTIVE 
BUYING POWER OF $2,219,644,000 
(Sales Management, Survey of Buying 
Power, May 10, 1949). 


FIRS ---in circulation because it’s 


FIRST. ..in advertising resuits. 


PORTELANS a 


ae OREGON 


ig Sede sa 


FIRST...in reader acceptance which mean it’s 


Greenville’s 


ABC. 


Market is 


PEOPLE 
—>, 


It Is 
South 
Carolina’s 
Greatest 
With 


of S. C.’s | 
Population 


of S. C.'s 
Retail Sales 


2 & 4 
Autos & Trucks 


of S. C.’s 
Taxable Payrolls 


of S. C.'s 
Net .Income 


of S$ Cs 
Covered 
Employees 


* Audit Bureau of Circulations, 
rating South Carolina's three 
largest markets, gives Green. 
ville first place with 455.011 
people; the second, 438,216; 


the third has 353,776. 


Greenville News 


GREENVILLE PIEDMONT 
: . EVENING 
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Benson & Hedges 
Finds Big Earners 
Like Free Samples 


New YorK—Benson & Hedges 
has found that people making $10,- 
000 and up like to get free sam- 
ples as much as lower income 
groups. 

Of the 24,000 people in the high 
income group in the New York 
metropolitan area who were of- 
fered three introductory packages 
of the new Private Blend cigarets 
through the mail, 9,324, or 40% 
sent in for them. 

Private Blend sells for 25¢ a 


package and is advertised in the 
New York Herald Tribune and 
Times. The blend will move into 
other cities beginning next fall. Al 
Paul Lefton, New York, is the 
agency. 


Adwomen Elect Obenchain 


Mabel Obenchain, midwest man- 
ager of Famous Features Syndi- 
cate, has been elected president 
of the Women’s Advertising Club 
of Chicago. Other officers are: 
Cynthia Montgomery, United 
States Gypsum Co., Ist vice-pres- 
ident; Kathleen Condon, H. G. 
Davis Co., 2nd _ vice-president; 
Clara Clowes, Martha Grigsby, 
Inc., corresponding secretary; Le- 
nore Wysong, Kermans, recording 


secretary, and Laura Oman, J. 


R. Pershall Co., treasurer. 


ADS PULL 


with eye-catching mats or| Harnischfeger Names Staudt 

ee George L. Staudt, formerly di- 

jects monthl “| rector of advertising of Standard 
y to drama- - 

tize every advertising and| Register Co., Dayton, has been 

sales promotion job. Write| Named advertising and sales pro- 

for FREE proofs No. 208.| motion manager of Harnischfeger 


10 E. 38 St., N. Y. c.| Corp., Milwaukee. 


EVE*CATCHERS, Inc., 


Yy, 
"Uy, 


For years we've been making 1-Minute 
Film Gemmercials for Nationat 

dvéttisers to screen’in theatres . . 
This know-how is now available to 
you fer your 


Win Commercials. 
Ss x 


We combine creative artistry (both script 
and camera) with the sort of 

tales substance that impells action. 
We've found out much about how to 


Romy. 


We've Wie 1. minute film 

spots for such companies as: 
< 

Beich Con 

Corey Solt 

Fitch Shamp 


compensate for the TV limitations so that 
your films telecast brilliantly. 


Florsheim Sh i 
as oim Shoes May we screen some of these films for 
Wheaties yeu... Wi ae 


Pillsbury Flour obligation on your part. 
Beloved Diamonds 
Motorola 

Speed Queen Washers 


Reid H. Ray Film Industries 


International Harvester 


2269 Ford Parkway 208 So. LaSalle St. 
John Deere St. Poul, Minn. Qhicago, Iilinois 
Phillips 66 
Nutrena Feeds 


Quoker Oats Co. 


10-Day Celebration 
Marks ‘Minneapolis 
Tribune’ New Plant 


MINNEAPOLIS—A round-the- 
world flight by Donald Olson, 15- 
year-old carrier, will be one un- 
usual feature of a ten-day pro- 
gram beginning May 22 featuring 
the dedication of the Minneapolis 
Star and Tribune’s new newspaper 
plant. 

The new plant, said to be one 
of the largest and finest in the 
country, marks the second time in 
ten years that the Cowles property 
has expanded physically. 

Dedication ceremonies, among 
the most elaborate ever held, will 
feature “The Newspaper in a Free 
Society,” and will include an air- 
port open house, banquets, sports 
shows, dinners, and tours through 
the plant. John Cowles, president 
of the company, will preside at the 
dinners, and Gardner Cowles, his 
brother, and president of Look and 
the Des Moines Register and Trib- 
une, will speak at one. 

The round-the-world flight will 
bring copies of the May 22 dedi- 
cation issue of the Minneapolis 
Sunday Tribune to government 
leaders in 15 foreign cities. 


Esso Promotes Ray; 
Eliminates Three Posts 


B. L. Ray, former manager of 
direct marketing of Esso Standard 
Oil Co., New York, has been ap- 
pointed assistant general manager 
of the marketing department of the 
company. Mr. Ray’s previous posi- 
tion has been eliminated as are the 
posts of assistant northern and 
southern regional managers. 

A. R. Martin, former assistant 
southern regional manager, be- 
comes acting manager of the cost 
and operations division. The posi- 
tion of assistant northern regional 
manager has been vacant for some 
time. 


‘H-T’ Names Barthelme 


George Barthelme, former clas- 
sified advertising manager of the 
Brooklyn Eagle and president of 
the New York City Association of 
Classified Advertising Managers, 
has been appointed manager of 
classified advertising of the New 
York Herald Tribune, effective 
May 23. Mr. Barthelme has been 
associated with the Brooklyn Ea- 
gle’s advertising department for 
the past 18 years. He succeeds C. 
John Crockett, who became the 
Tribune’s manager of food adver- 


tising on Feb. 1. 


Which one 


meets your 


If you're interested in fancy 

figures sales figures it's the one 

on the right. Better Homes & Gardens’ 
100% service, ads and all, screens 

her for vou because the high standard 

of living it takes for granted attracts 
only the families whose incomes are 


among the highest for all big magazines. 


America’s First Service Magazine 


T. H. Anderson Jr., chairman of the board of Anderson, Davis & Platt: 
New York, acted as moderator at an all-day session with the agency 
clients held May 3 at the Hotel Plaza on the occasion of the company 
20th birthday. Each client, introduced by the account executive, tol 
the story of his company . . . Robert A. Low, advertising manager « 
the Saturday Review of Literature, has been elected chairman of th 
press, advertising and radio chapter of the American Veterans Com 
mittee ... 

They don’t wait for June in Portland, Ore. April 30 was the weddin 
day of Account Executive Dick Stanton, of the Butler-Emmett agency 
and Charlotte Kingsley, and also of Production Manager Jess Shiny 
and Adelaide Bainbridge .. . Dick Brown, manager of KPOJ, Portlan 
was one of the top ribbon winners in the annual Oregon Primros: 
Society show ... 


35 YEARS’ ASSOCIATION—Marking 35 years of client-agency relationship, members 

of Cecil & Presbrey and guests celebrated with a dinner to officials of International 

Business Machines Corp. on May 5. Left to right are: James M. Cecil, president, C&P, 

Thomas J. Watson, president, International Business Machines Corp.; Charles Presbrey, 

chairman of the New York agency; Frank Braucher, president, Periodical Publishers 

Association; Frederic R. Gamble, president, Four A’s, and David C. Thomas, secretary 
and treasurer, Cecil & Presbrey. 


Robert E. Lusk, vice-president of Benton & Bowles, has been named 
chairman of the Advertising and Graphic Arts committee of the 
Businessmen’s Advisory Council of the George Junior Republic, New 
York. Others who will serve on the committee are Richard Davis, 
Davis Delaney & Co.; John V. L. Hogan, WQXR; Frederick W. Schmidt, 
typographer; M. A. Williamson, McGraw-Hill Publishing Co.; Bertram 
Wolff, H. Wolff Book Mfg. Co., and Bradley Kelly of King Features 
Syndicate .. . 

Joe Lubben, assistant business manager of the Dallas Morning News: 
Sam Bloom, advertising director, Dallas Times-Herald, and Wilson 
Crook, who heads the Dallas agency bearing his name, were among 
seven new directors elected by the Dallas Better Business Bureau .. . 

Governor Langlie of Washington has appointed a seven-man com- 
mission to advise the state in expenditure of its $275,000 tourist promo- 
tion program. Among commission members are Loren B. Stone, gen’! 
mgr. of KIRO, Seattle; Lyle Abrahamson, branch mgr., Foster & Kleiser, 
and Robert W. Lucas, Yakima Morning Herald and Daily Republic . . . 
H. E. Logsdon of Farson & Huff, Louisville agency, has been assigned 
a public relations job with the Louisville Board of Education .. . 


A Licutiious: By | 


FAMOUS FOR FINE FOODS 


Cecklail Lounge» par 
fs) 
a Gulf roi 


“ 


RECORD—All-time biggest day’s catch from one boat for the port of Stuart, Fla., 

of the day this picture was made) was this lineup of marlin and sailfish, posed w 

the vacationers who caught them. Left to right the fishermen are Capt. Geor 

Marvin; Harry Winsor of New York; Capt. Frank Csongedi; Norman LeVally, | 

Vally, Inc., Chicago; Frank Chaffee, Chicago office of American Home, and Alfr: 
Chabot, New York. 


v 


oe 


Benjamin Abrams, president of Emerson Radio & Phonograph Cor . 
New York, is visiting England, Israel and other European countries f © 
four weeks. . . Alex M. Lewyt, president of Lewyt Corp., Brookly \, 
vacuum cleaner manufacturer, flew to Europe on April 25 for a fou 
weeks’ trip to discuss the appliance market with present and ne 
distributors. . . Allan Bronfman, vice-president of Distillers Corp.-Se: - 
gram Ltd., Montreal, recently received the title of Chevalier of the L: - 
gion of Honor from the French government. . . 


Arthur R. Stahman, New York sales representative of Mecani 
Popular, and Gordon R. Blair, Chicago sales representative of the Lat ° 
American edition of Popular Mechanics, are on a business trip ° 
Mexico. . . Representatives from three of J. Walter Thompson's inte - 
national offices arrived at the agency’s New York office last week 
study advertising techniques in this country. Michael Stiver, head ! 
the agency’s Buenos Aires office, Michael Patmore, from the Lond: ° 
office, and Ross Porter from Mexico City are the visitors. . . 
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Andrews Novel 
Depicts Admen 
as Weird Folk 


‘Legend of a Lady’ 
Tells Rise of Soap 
Opera Idea Woman 


New YorK—In “Legend of a 
Lady” (Coward McCann, $3), the 
advertising agency business is a 
combination of office intrigue, soap 
opera origination and unpleasant 
people. The partners of Franklin- 
Hosmer-Denby are thoroughly dis- 
agreeable, and to no one more than 
each other. 

Carter Franklin was the pre- 
siding genius of the agency who 
never talked to clients if he could 
help it, never took a drink, dis- 
cussed golf or sent a prospect a 
case of Scotch. His employes 
weren’t permitted to smoke in his 
presence, and he spent most of his 
time in the office reading books. 

His partners, Hosmer and Denby, 
were practical extroverts, heavy 
drinkers who relied on Franklin 
to furnish selling ideas. That 
Franklin was contemptuous of the 
agency business bothered them, 
but they screened him from clients, 
and in the early ’30s the agency 
was flourishing. 


s When Rita Martin walked into 
the agency, she first became 
Franklin’s secretary, then his as- 
sistant. She created soap opera 
story lines and so completely ab- 
sorbed Franklin’s thinking that the 
memoranda issued by her for him 
were undistinguishable from his 
own. She hired a fabulous word- 
machine in Tay Crofton, who bat- 
ted out serials in a twinkling. 

Later, after Franklin’s invalid 
wife had committed suicide, Rita 
married Franklin and was in the 
process of setting up a package 
outfit called Production Associates. 
By this time he and she were 
supervising a new New York of- 
fice for the agency, and she was 
at work dissolving the partnership 
with Hosmer and Denby. It seemed 
wholly likely she and Franklin 
“would be the first millionaires to 
emerge from the savage melees 
they called radio.” 

As is customary in soap opera, 
tita arrived at an unhappy ending. 
But the ending is no unhappier 
than the reader who has waded 
through the book. 


# The author is Robert Hardy 
Andrews, a one-man fiction 
mill from Chicago. Mr. Andrews 
ouzght to know the subject; he 
wrote reams of soap opera dialog 
the days when the Hummerts 
re building their suds drama 

€) pire. 
le says carefully in a foreword 
“according to Victor Hugo, 
ory has his truth; and so has 
nd hers. However that may 
this book and its incidents and 


le are all fiction from be-}. 


ing to end.” 
r. Andrews wrote newspaper 
als before he became a soap 


THERE'S NO FINER 
ARTIST'S BRUSH 


ANYWHERE! 
| CRAFTINT 


SERIES ''A’’ GENUINE RED SABLE 
| WATER COLOR BRUSHES... 


are scientifically made of only 
the finest imported red sable 
hairs . . . Fits the hand per- 
fectly—Forms a perfect needle 
= point. Available in ten sizes. 


At your dealer or write direct. 


<) sTHE CRAFTINT MFG. CO. 
y ) 1615 Collamer Ave., Cleve., O. ) 


WU, COLT ction, -. 


opera word wizard, and much of 
the style in “Legend of a Lady” 
is reminiscent of newsprint novels. 
The characters are sketched in 
rapidly, and have all the dimen- 
sions of cardboard cutouts. 


Providence Admen Elect 


Arnold F. Schoen Jr., manager 
of Station WPRO, has been elec- 
ted president of the newly formed 
Advertising Club of the Provi- 
dence Chamber of Commerce. 
Other officers elected are Carleton 
Goff, Hammond-Goff Co., vice- 


president; Howard E. Gladding, 
Plantations Bank, treasurer, and 
Harry Hinkel, Chamber of Com- 
merce, secretary. 


Admen Elect MacKay 

Glen MacKay, Montreal regional 
sales manager of the Canadian 
Street Car Advertising Co., has 
been elected president of the Mon- 
treal Advertising and Sales Exec- 
utives Club. Other officers elected 
are: Honorary president, H. E. 
Smith, and vice-presidents, Lloyd 
Kenney, John MacDonald, L. D. 
Richardson. 


Jason Hurley Leaves Thor 


Jason G. Hurley has resigned as 
vice-president of Thor Corp., Chi- 
cago. He has headed Thor’s central 
sales division for the past year. 
Mr. Hurley will return to his 
Chicago electrical appliance dis- 
tributing firm. 


Federal Products to Goff 


Federal Products Co., Provi- 
dence, R. I., manufacturer of pre- 
cision measuring instruments, has 
named Hammond-Goff Co., Prov- 
idence, to direct its advertising. 
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Shrager Names Kolburne 


Russell Kolburne, production as- 
sistant, has been named account 
executive of John Shrager, Inc., 
New York. 


QUALITY...SPEED...ECONOMY 
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“ke AMERICAN LABEL ( CO. 


2435 Worth Sheffield Ave Oh 


E. 


designed and 
produced by 


6 N. MICHIGAN AVE. © 


ATKINS 


C. Atkins and Company. 


prrodll: Pe 


“SAWS and YOU — 


—— WINDOW DISPLAY 


T. 


This full color lithographed dis- 
play, featuring Atkins Saws, won the 
highest award for the best window display. Center 
piece 48” high—side cards 33” and 25” high. Illus- 
trates saws at work and is constructed to display 
actual merchandise. Designed and produced for 


COUNTER DISPLAY 


This full color lithographed display, 24” 
high, won the highest award for the 
best counter display. Encasing the 
open Cotton Picker package in 
glamorous plastic 
and protects its cleanliness. De- 
signed and produced for Bauer 

& Black. 


“COTTON, 


stages’ it, 


MEMBER 


POINT OF PURCHASE 
ADVERTISING INSTITUTE, INC 


A group of specialists who concen- 


trate exclusively on designing and producing 


lithographed display material. This service may be helpful to you. 


CHICAGO 2, ILLINOIS * FRANKLIN 2-9440 
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To Goold & Tierney 


Sanitary Products Corp., New 
York, maker of Pursettes tampons, 
has appointed Goold & Tierney, 
New York, to handle its advertis- 
ing. 


— SEND FOR 


‘How To Be a Successful 
Advertising Manager’”’ 


Informative, practical, amusing booklet. 
Tells how to keep your agency on its toes. 
Single copies 50c. Print House, 816 W. 
5th St., Los Angeles 13, Calif. 


ee a eae eS Le 


Outdoor Group Formed 


Highway Advertising Associates 
has been formed by seven leading 
outdoor advertising sign service 
companies to furnish “one source” 
personalized service to advertisers 
nationally. Members are Consolite 
Corp., Fremont, O.; Cook Sign Co., 
Fargo, N. D.; Crest Outdoor Co., 
Greenville, Miss.; Chas. Caines & 
Son, Ashville, N. C.; Louisiana Ad- 
vertising Co., Opelousas, La.; Wal- 
dron Advertising Co., San Jose, 
Cal., and Western Good Roads 
Service Co., Oklahoma City, San 
Antonio and Lincoln, Neb. 


Pike 


Advertising Agency 
VI 


PRODUCTION MANAGER 
When art department uses wrong dimensions 
Or composition houses mess up type 
Or clients disregard their good intentions, 
Here is the man who has a right to gripe. 
With closing dates at hand and hot wires flying, 
His life is far from being lyrical; 
Then plates get lost, all laws of chance defying, 
And he’s the guy who pulls a miracle. 


He tightens belt and loosens tie and collar 
And sends out for a ham-on-rye and coke. 
He won’t be home tonight. His wife will holler 
And say he’s far from making like a joke. 
He says some day, when others fail to think, 
A page will run, “Best wishes from Jones, Inc.” 
ARTHUR FREDERIC OTIS 


Rek-o-Kut to Berger 
Rek-o-Kut Co., Long Island City, 
manufacturer of recording ma- 


chines, has appointed Alfred Paul 
Berger Co., New York, to handle 
its advertising. 


HATHIE 


SINCE 


‘ARMER 
CHICAGO AWE 


peeinr, Marketplace 


dca ichnhen at 
CAPITAL OF 
THE WORLD 
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al . . . 
oe , I YHIS area, surrounding Chicago, is the territory 
oe 


intensively covered and served by Prairie Farmer- 

WLS. From its 600,000 farms come a fourth of 
the nation’s corn, one-sixth of the country’s hogs, half 
its soybeans, one-fifth of the oats, and other crops in 
abundance. From its many cities and towns comes a 
stream of manufactured products. 


And this whole productive district centers on Chi- 
cago, farming’s biggest marketplace — truly the 
Agricultural Capital of the World. On its Board 
of Trade more grain is bought and sold than any- 
where else in the world. Here are the world’s 
largest stockyards. . . 
traded through the Chicago Mercantile Ex- 


and more produce is 


change than anywhere else. 


Here, also, is where Prairie Farmer-WLS in- 
fluence is greatest: 375,000 subscribers to the 
farm paper... a million letters a year for nineteen 
years to the radio station. Only recently, folks sent 10c 
each for 100,000 Prairie Farmer-W LS Surprise Flower 
Garden seed packets. They’ve sent almost a quarter of 
a million dollars to our Prairie Farmer-WLS Christ- 
mas Neighbors Club, to buy equipment for children’s 
homes and hospitals. 


These are only a few of the ways in which reader- 
listeners have shown their confidence in Prairie 
Farmer-W LS. They have also shown their confidence 
in advertisers introduced to them through our pages, 
through our microphones. We'll be glad to tell you 
these advertising success stories—to show you how 
Prairie Farmer and WLS Get Results, 


SAVES SPACE—Diversey Corp., Chicago, 

has brought out the Enoz Slenderized 

Para Pack, along with the cellophane 

covered carton in which this “modern 

moth killer’ is merchandised. The ivory 

plastic case hooks over the clothes rod, 
and conserves closet space. 


Jersey Standard 
Increases Volume 
by $945,520,364 


New YorK—Probably the largest 
single-year increase in gross in- 
come ever made by a manufactur- 
ing corporation has been noted by 
Standard Oil Co. (New Jersey) 
in its pamphlet report signed by 
Frank W. Abrams, chairman, and 
Eugene Holman, president. 

Jersey’s gross income of $3,300,- 
785,651 in 1948 was nearly $1 bil- 
lion larger—$945,520,364, to be ex- 
act —than the $2,836,666,911 re- 
ported for 1947. 

In the same period, Jersey’s net 
income, after taxes and other pro- 
visions, increased about $95,000,- 
000, from $268,620,580 to $365,604,- 
976. 


a The report noted, among othe! 
things, that Emile E. Soubry, for- 
mer coordinator of all marketing 
activities, had been elected to the 
board; that Jersey affiliates sold 
during the year 521,260,000 barrels 
of refined products; that although 
sales in Latin America expanded 
(“more than 7,000 gas ranges, 
made in Brazil and bearing the 
Esso trade mark, have been sold 
to Brazilians’), marketing opera- 
tions in Europe and North Af 
were “complicated by the shortaze 
of dollar exchange.” 

Jersey’s principal domestic mir- 
keting subsidiary, Esso Standard 
Oil Co., sells in its 18-state a 
about 10% of all petroleum p 0- 
ducts consumed in this country 


Ad Council Names Everest 
Philip J. Everest, managing | '- 
rector of National Association 0! 
Transportation Advertising, hs 
been elected director-at-large 
the Advertising Council. Lawre: 
W. Lane, publisher of Sunset, v 4: 
named to the council’s board. 


Appoints Doremus Agency 


Doremus & Co., San Francis © 
has been appointed to handle 
national advertising of the Fi. &- 
man’s Fund Insurance Co., £ 1 
Francisco. 


Harve Ferrill &- Company 
PERMANENT 


DISPLAYS 


POINT OF SALE 
1. Walton Place -Chicag: 
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NBP Urges Single 
Audit Bureau for 
Susiness Papers 


WASHINGTON—National Business 

ublications, Inc., declared last 

eek that a single audit bureau 
for controlled and paid business 
paper circulation would advance 
the interest of advertisers through 
sonomies and uniformity. 
Speaking for controlled circula- 
on publications, NBP directors 
stated they are “wholly in accord” 
with a proposal adopted by the 
directors of the National Industrial 
Advertisers Association in Febru- 
ary calling for a single audit, 
covering paid and unpaid por- 
tions of business paper circulation 
(AA, Feb. 21). 

The NBP directors said they 
are “willing and anxious to co- 
operate in every way in the imple- 
mentation of this forward step” 
which has also been approved “in 
principle” by the American Asso- 
ciation of Advertising Agencies. 

NBP said it recognizes that note- 
worthy contributions to business 
paper advertising and publishing 
have been made by both the Audit 
Bureau of Circulations and Cor-~ 
trolled Circulation Audit, but that 
“a single auditing organization, 
concerned solely with the auditing 
of business papers and staffed by 
specialists intimately familiar with 
business paper circulations and the 
needs of advertisers employing 
these circulations, will be able 
to render a service of even greater 
value to advertisers and pub- 
lishers.”’ 


> 


Weekly Newspaper 
Representative to 
Expand Sales Force 


Cuicaco—Officers and directors 
of Newspaper Advertising Service, 
sales representative for 5,605 com- 
munity and suburban newspapers, 
last week voted to enlarge the 
NAS board of 
directors from 
seven to 12, and 


to increase its 
sales force and 
office space in 
New York. 


Warren Grieb, 
manager of the 
Detroit office of 
NAS, was named 
director of sales 
for both Detroit 
and New York 


Warren Grieb 


iifices. 
The expanded board, to include 
\2 members each of whom will 
rve for three years, will be filled 
it at the annual convention of the 
National Editorial Association, 
‘AS’ parent organization, sched- 
ed to be held at Salt Lake City, 
ine 4-7, 
New NAS officers include Edwin 
Abels, publisher, Outlook, Law- 
nee, Kan., president; Charles E. 
yreau, publisher, Independent, 
»omfield, N. J., vice-president, 
1 Victor R. Portman, secretary- 
nager of the Kentucky Press 
sociation, secretary. 
Jon Eck of Chicago was re- 
‘cted treasurer and general man- 
GF. 


3C to Carry Revival Hour 
The “Old Fashioned Revival 
ur” will be heard over 272 ABC 
‘tions at 8 a.m., local time, 
irting Sunday, June 19. The time 
‘Ss bought through R. H. Alber 
, Los Angeles, by the Gospel 
oadcasting Association, a non- 
‘tarian group. The program will 
iginate in Long Beach, Cal. 


‘iggins Appointed A. M. 
Charles S. Wiggins, formerly 
th the Washington Post and 
ior to that advertising manager 
the Tribune, Altoona, Pa., has 
‘en appointed advertising man- 
ser of Armed Force Magazine, 
ashington, D. C. 


Advances Danley 


Arthur J. Danley, chief of direct 
mail and publication advertising of 
Four Wheel Drive Auto Co., Clin- 
tonville, Wis., has been named ad- 
vertising manager of the company. 
He succeeds M. O. Stockland Jr., 
who has been made director of 
sales. 


Promotes Beavers 


Charles G. Beavers Jr., former 
southeastern sales manager of 
American Boconize Corp., in 
Washington, D. C., has been ap- 
pointed vice-president of the com- 
pany, with headquarters in New 
York. 


Lieb Joins GN&éG 


Joseph C. Lieb, former vice- 
president of Kastor, Farrell, Ches- 
ley & Clifford, New York, has 
joined Geyer, Newell & Ganger, 
New York, as an account execu- 
tive. Mr. Lieb was previously an 
account executive of Batten, Bar- 
ton, Durstine & Osborn. 


White Appoints Dawson 


William J. Dawson, formerly an 
account executive of Fuller & 
Smith & Ross, managing the White 
sewing machine account, has been 
appointed director of advertising 
of White Sewing Machine Corp., 
Cleveland, 


Paramount Names Youngstein 

Max E. Youngstein, for the past 
two years with Eagle Lion Films 
as vice-president in charge of 
advertising, publicity and exploi- 
tation, has joined Paramount Pic- 
tures, New York, as national di- 
rector of advertising, publicity and 


19 


exploitation. Mr. Youngstein was 
formerly assistant director of the 
advertising and publicity depart- 
ment of 20th Century-Fox, 
and was film consultant te the 
motion picture and special events 
section of the Treasury’s war fi- 
nance division. 
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Your dealer help advertising cannot start producing 
results until it is received by the consumer. 


ws some steely cay _ 


cessful direct mail program—a satisfactory mailing list. 


Your best assurance that your dealer-help direct- 


And that is just the trouble with a lot of dealer- 
help direct-mail advertising. It’s well-prepared, lay- 
outs are excellent, copy is fine, the printing is the 
best—but the material never reaches the consumer! 


Too often the final, important step of actually plac- 
ing your advertising in the mail is left in the hands 
of the dealer. And most dealers simply haven't the 
time, the inclination, or the facilities to handle sys- 
tematic mailings to prospects. They are too busy 
handling the many other details of running their 
businesses. And what is even more important, few 
dealers have the most important requisite of a suc- 
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HICAGO 16, ILL. 
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‘THE REUBEN H. DONNELLEY CORPORATION — 


.. S60 B-2and ST... 2OSE, ABST ~ 


NEW YORK 17, N. 


mail advertising dollars will hit the right mark at 
the right time is Donnelley’s complete direct mail 
service. This service includes planning the campaign, 
supplying of mailing lists, creating the pieces, print- 
ing the material, imprinting, addressing, and mailing. 


With Donnelley service, you don’t have to rely on 
dealers to do any of the work necessary to get your 
advertising in the consumers’ hands. There is no 
work or worry on either your part or theirs, and both 
you and your dealer get full value from the advertis- 
ing dollars spent. 


To get the full story on a Donnelley-produced cam- 
paign, call or write your nearest Donnelley Office. 


(727 VENICE BLVD. — 
LOS ANGELES 15, CALIF. 
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Packard Anniversary 
Transcription Draws 
Fire from Stations 


Detroitr—Packard Motor Car Co. 
several weeks ago sent a 14-minute 
transcribed news release to about 
1,400 stations. The platter covered 
the company’s 50th anniversary, 
its new line of cars, and discussed 
its new no-shift automatic trans- 
mission. 

Participants included Packard 
executives, Detroit newscasters and 
long-term employes. The cover 
letter said that the platter was an 
experiment—that the company had 
decided to send the transcription 
to stations rather than a mimeo- 
graphed release, which was sent 
at the same time to other publica- 
tions. 

The letter said that Packard had 
been looking for a better way of 
sending news releases to radio sta- 
tions, and “We think we’ve found 
a way, but that’s for you to de- 
cide on a strictly merit basis.” 

Another sentence read: “If it 
serves your news purposes, we 
shall feel we have made a contri- 
bution. If not, just file or destroy 
the transcription—no need to re- 
turn ‘it in any event.” 


es Packerd retained Radio Re- 
ports, Inc., New York, to make a 
check of the success of the plan. 
About 400-500 replies have been 
received. About 100 said that they 
used it (half had sold it to local 
Packard dealers); about 100 said 
they didn’t use it, and about 200 
registered various degress of indig- 
nation at the manner in which the 
“release” had been handled. 

Several pointedly suggested that 
Packard buy time in the future, 
and enclosed rate cards. Hugh W. 
Hitchcock, director of advertising 
and public relations, told AA that 
spot radio has been and is still 
under consideration for inclusion 
in the 49 advertising program. 

The original 1949 program in- 
cluded the use of spot radio this 
fall, but because of the Bendix 
strike and the fact that the com- 
pany’s production lines are down, 
it is unwilling to set definite dates 
for future schedules. 


FC&B Appoints Tutching: 
Acquires Lucas Account 


Vincent Tutching, who joined 
Foote, Cone & Belding International 
early this year, has been appointed 
Canadian manager of the agency 
and will shortly establish Cana- 
dian headquarters in Montreal. 
Prior to joining the agency, Mr. 
Tutching was sales and advertising 
manager in Brazil for E. R. Squibb 
& Sons. 

J. Lucas Ltd., London, British 
designer and manufacturer of fuel 
and combustion equipment for jet 
engineers, has appointed FC&B, 
London, to handle its advertising. 


Ringer Agency Moves 

Lee Ringer Advertising, Los An- 
geles, has moved its offices from 
3923 W. Sixth St. to 3142 Wilshire 
Blvd. 


WHY WONDER AND WORRY? 
BURRELLE'S PRESS CLIPPINGS 


GIVE YOU THE FACTS! 


ALL the clippings about you, 
your company, your business, 
your competitors . . . from ALL 
newspapers and magazines in 
the nation. News items, advertise- 
ments, photos, editorials, signed 
columns ... on any subject. 
National or local service, fast 
and accurate. Write today for 
full information. 


16S CHURCH $T. 
NEW YORK, N.Y. 


Bigelow Sales, Net Rise 
Brown & Bigelow, St. 


Paul, 
specialty advertising company, has 


reported total income from “re- 
membrance advertising” sales at 
$36,719,931 for 12 months end- 
ing Jan. 31, and net profit of 
$2,746,419. This represents a 5.3% 
sales gain and a 7.5% net profit 
gain over the preceding year. 


Fall Apparel Week Set 

The fall market week of the 
California Apparel Creators will 
be held June 19-22 at the Hotel 
Alexandria, Los Angeles. 


Wipe-On Cleanser 
Ad Scores in ARF 
Richmond Study 


New YorK—A full-page ad for 
Wipe-On cleaners run by Embree 
Mfg. Co. in the Richmond News 
Leader set a new record in the 
groceries-soaps and cleansers clas- 
sification and was the eighth high- 
est-scoring national ad recorded to 
date in the Advertising Research 
Foundation’s Continuing Study of 


ie 
zy 


Newspaper reading. 

The Wipe-On ad attracted 54% 
of the men readers and 65% of the 
women. A 776-line Equitable Life 
Assurance ad attained a two-way 
tie for tenth place on the insur- 
ance ad list which scored 6% for 
the men and 3% for women. 

Second place on men’s and wo- 
men’s lists of highest scoring ads 
in the surveyed issue, March 23, 
1949, was a 980-line institutional- 
type ad for Southrailway, and 
two ads tied for third place honors 
among men. One was a 825-line 
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Buick ad and the other was a 995. 
line Esso Standard Oil ad. 


Sales Executives Elected 

Fen K. Doscher, vice-presiden . 
Lily-Tulip Cup Corp., has bee ) 
reelected president of the Salk; 
Executives Club of New Yor! 
Others elected are: Frank M. Hea, 
United Cigar-Whelan Stores Corp . 
and Frank P. Connolly, Valentir 
& Co., vice-presidents; Joseph ] 
Wood, Johns-Manville Corp., tre: - 
surer, and Michael Drummon } 
Fineout, Whitaker Paper Co., sex - 
retary. 
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i Boston’s Washington, Tremont and Boylston 


i Streets’ area. 


: Gilchrists 


Quincy 
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stores in downtown 


Sia 
S.C HAST, 


— 


* Waltham + Brockton 
© Medford 


Arlington -« 
w 


Boston’s department and specialty stores have grown up and 


out! They're decentralizing . 


- + setting up or planning new 


branch stores to serve the ever increasing number of families 
who live and shop in Boston’s suburbs. 


These changes in the Boston market mean new 
store locations, new shopping centers and shop- 
ping streets, new shopping and buying habits. 


Belmont ¢ Wellesley * Winchester 
Worcester * Portland « Hyannis 
* Brookline 


ya Me wana 
ellesley * Brook * Lynn 
Cambridge 


-_ 


They’re typical of the changes taking place 


today not only in Boston, but in major markets 
from coast-to-coast. Changes that require new 
sales strategy day by day. For in changing 
markets, yesterday’s sales programs won’t pro- 
duce today’s quotas. You need today’s market 


facts to make today’s sales. 


| 
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Starts Listerine Toothpaste 
Drive Aimed at Smokers 


Lambert Pharmacal Co., St. 
ouis, is launching a magazine 
‘ampaign this month geared to- 
vard smokers, introducing “to- 
bacco mouth—another use for 
Listerine toothpaste.” Ads use a 
obacco-yellow band across model’s 
mouth. 

Magazines scheduled are: Am- 
erican Magazine, Collier’s, Cosmo- 
yolitan, Life, Look, Modern Ro- 
nances, Modern Screen, Motion 
Picture, Movie Story, Photoplay, 
Radio & Television Mirror, Red- 


book, Screen Stories, The Satur- 
day Evening Post, True Confes- 
sions, True Experiences, True Love 
Stories and True Romance. The 
company is working on an am- 
moniated dentifrice. Lambert & 
Feasley, New York, is the agency. 


Newbranch Retires 


Harvey E. Newbranch has re- 
tired as editor-in-chief of the 
Omaha World-Herald. He has 
been with the paper for the past 
50 years. Walter E. Christenson, 
editor, has been named to succeed 
Mr. Newbranch as editor-in-chief. 


Hall Succeeds Carr 
as Alcoa Ad Head 


PirrssurcH—Arthur P. Hall, as- 
sistant director of public relations 
and advertising for Aluminum Co. 
of America since Dec. 1, 1947, has 
been appointed director of public 
relations and advertising of the 
company, effective June 1. 

He succeeds C. C. Carr, who is 
retiring from active service with 
the company on June 1 after 15 
years of directing public rela- 


tions and advertising. Mr. Carr 
will become a public relations con- 
sultant in St. Petersburg, Fla. 
After graduating from Indiana 
University in 1909, Mr. Carr 
worked on Indiana and Chicago 
newspapers and at one time was 
publisher of the Times, Sullivan, 
Ind. In 1914 he went to St. Peters- 
burg where he engaged in news- 
paper and advertising agency 
work for 20 years. Prior to join- 
ing Alcoa in 1934, he was part 
owner and the general manager of 


HEARST ADVERTISING SERVICE | | 


& 


H.A.S. men have their fingers on the 
“sales pulse” of the ten major markets 
across the country which they represent. 
They’ve charted, classified, evaluated 
these markets block by block. Know the 
changes taking place constantly as popu- 
lation shifts, as retail areas move, as traffic 
is rerouted, as buying habits change. 


COMMODITY SURVEYS 


Spotlight the distribution and/ 
sales rank of leading com- 
modities among retail outlets, 
in ten Hearst cities. 


Herbert W. Beyea, General Manager °* 


Offices in principal cities 
representing 
New York Journal-American 


MARKET ANALYSES 


Market detail on population, 
sales, industries and other 
characteristics including com- 
parative coverage of all news- 
papers in each of ten markets. 


OU) THE CHANGING MARKETS 


As a result, the Hearst 


Newspaper Re- 


search and Marketing Departments’ 
“Marketing Aids” have proved helpful 
to many sales and advertising executives. 
Perhaps, we can be of service to you. To 
investigate the possibilities, call or write 
the Hearst Advertising Service man 


nearest you today! 


STRATEGIC MARKETING AIDS 


AUTOMOTIVE STUDY 


“Motorists Talk in Ten Hearst News- 
paper Cities coast to coast!” Indicates 
consumer likes, dislikes, buying habits, 


shopping habits and brand preferences for 


various commodities. Sponsored by Hearst 


Newspapers in ten major markets, con- 
ducted by Alfred Politz Research, Inc. 


TEN MARKET STUDY 


KNOW YOUR NEWSPAPER MAN TO KNOW YOUR MARKETS 


Hearst Advertising Service 


Baltimore News-Post American 
Pittsburgh Sun-Telegraph 
San Francisco Examiner 


Detroit Times 
Boston Record-American Advertiser 
Albany Times Union 


959 8th Avenue, New York 19, N. Y. 


Includes general characteristics, vaca- 
tion activities, product rank at con- 
sumer level for general household 
items, food items, cosmetics and toi- 
letries in ten major markets. 


SALES OPERATING CONTROLS 


Specific, flexible, practical, usable. 541,604 
city blocks walked and analyzed 445,456 
retail outlets and 3,037 shopping centers 
and streets located, to evaluate the sales 
potential of each of nine great markets. 


Los Angeles Examiner 
Chicago Herald-American 
Seattle Post-Intelligencer 


Arthur Hall Cc © Gaw 


the St. Petersburg Times. 

Mr. Hall joined Alcoa in 1929 
as an architectural salesman. He 
was transferred to the Washington 
D. C., district sales office in 1939 
and was made manager there in 
1943. In that year he was also 
named an assistant secretary of 
the company. 


Zenith Appoints Ferren 


Jack Ferren, formerly director 
of personnel of Stewart-Warner 
Corp., has been appointed direc- 
tor of industrial relations of Zenith 
Radio Corp., Chicago. 
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sells the millions 
that buy 


ASK 


REPRESENTING 


YOUR 


LEADING 


JOHN 


RADIO 


BLAIR 


STATIONS 


MAN I 


JOHN 
BLAIR 


& COMPANY 


Offices in: Chicago, New York, Detroi 
St. Louis, Los Angeles, San Francisco 
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JUNIOR SALES EXECUTIVE 


Sales and advertising experience 30 
to 35. Must knew potentialities and 
limitations of mewspaper, magazine 
and radio advertising. This man 
may come from an agency, major 
advertising medium or a major 
manufacturer advertiser. Chicago 
office—established company. 


FRED J. MASTERSON 
185 N. Wabash, FR. 2-0115, Chicago 


Joins Geare-Marston 


John F. Coverley-Smith, for- 
merly in the advertising depart- 
ment of Borden Co., has joined the 
public relations staff of Geare- 
Marston, Inc., Philadelphia. 


Ray-Hirsch Names Reicher 

Lois Reicher, formerly with 
Deglin-Wood, Inc., has been named 
public relations director of Ray- 
Hirsch Co., New York. 


4gge FoR 5000 


4 pages, size 81% x 11, includes all type- 
setting, printing, folding. + pen 70 tb. 


a: enamel. Send us comy ont 
N layout ... we do the Arey 


Compltejob in er APPIN ARTS PRINTING COMPANY 
: Le, — on 814 N. FRANKLIN ST., CHICAGO 10 
Cree epee it 


<< on _your_next ot 


an 
Ss — 
2 : j 


2 Whether it's a simple 
= letterhead or a 4-color 
= y brochure . . . whether it's 
“= z + going letierpress or offset... 
‘ ) you can depend upon Fine Arts 
a 4 for a superb job ot the og 


4 


price. Ma May we quote you 


Eyerly, Trahey and 
James Take Firsts 


in Proetz Awards 


Str. Lours—Elizabeth Eyerly, ac- 
count executive of Botsford, Con- 
stantine & Gardner, New York, 
has again taken a top honor in the 
annual Erma Proetz Award com- 
petition sponsored by the Women’s 
Advertising Club of St. Louis. 

Winner of a 1946 award, Miss 
Eyerly this year received. first 
place in the copy division for a 
magazine campaign for Jantzen 
foundations. The awards, estab- 
lished in 1945 in memory of the 
late Erma Perham Proetz, are 
given in recognition of outstanding 
creative work by women in adver- 
tising. 

Jane Trahey, advertising man- 
ager of Nieman-Marcus, Dallas de- 
partment store, who received an 
honorable mention last year, has 
taken first award in the art divi- 
sion for layout and photography on 


a Nieman-Marcus newspaper cam- 
paign. Mrs. Sylvia James, public 
relations department, Philadelphia 
Community Chest, took the other 
first award, for a radio script for 
the Community Chest. 


Two Appoint Gray & Rogers 


Frank C. Snedaker & Co., Phila- 
delphia, has named Gray & Rogers 
Philadelphia, to handle the adver- 
tising for its line of custom de- 
signed kitchen cabinets and in- 
dustrial woodwork, effective July 
1. Newspapers and direct mail will 
be used. The agency also has been 
appointed to direct the advertising 
of Pennbrook Milk Co., Philadel- 
phia. Plans call for a campaign to 
promote Super Whip, a pressurized 
whipped cream. 


Appoints Hillman Agency 


Kerwin, Shane & Young, Los 
Angeles, southern California dis- 
tributor of Sentinel radio and tele- 
vision sets, has named David S. 
Hillman, Inc., Los Angeles, to han- 
dle its advertising. Newspaper, 
radio, television and outdoor ad- 
vertising will be used. 


SF sells one million 
$10,000 a year families! 


Do you ?....For forty years, SUCCESSFUL 
Farminc has worked to make farming a better 
business...and to improve farm living standards, 
help the farm homemaker do a better job and 
get more out of life. 

The farm families SuccessFUL FARMING serves 
have experienced one of the most amazing 
economic advances in history...had nine years 
of unprecedented prosperity. In the 15 Heart 
states, SuCCEssFUL FARMiNG’s million subscribers 
average around $10,000 in income—$4,000 above 
the US farm average! 

These Heart states farmers have always been 
the country’s leading farmers... in investment 
in land and equipment, in enterprise, in top yield 
of cash crops, and in individual income. Today 
they are 
businesses—and their homes! And SuccessFuL 


spending billions to improve their 


SUCCESSFUL 


FarMINnG has moved up with them...is meeting 
their current needs in new homes, remodeling, 
decoration and furnishing ...and conducting its 
Home Planning Service in 49 Midwest stores. 


First market for the best merchandise in 
the US today are the SF families. ..offer millions 
of prosperous new prospects to the merchants and 
manufacturers who go after their business! Your 
national advertising is missing a most important 
if you aren’t 
. which is 


segment of the national market 
selling this major farm market. 
barely scratched by general media, 
adequately only with SuccessFUL FARMING! 
Find out for yourself. Ask any SF office for the 
facts on today’s greatest sales opportunity! ... 
Des Moines, New York, Chicago, Cleveland, 
Detroit, Atlanta, San Francisco, Los Angeles. 


covered 
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“WORLD'S BIGGEST’—This giant trans 

parent container, 7’ high, 30” in diam 

eter, was part of Eastman Kodak’s exhibit 

at the 18th National Packaging Confer. 

ence and Exhibition in Atlantic City last 
week. 


Second ‘49 Grocery 
Inventory Clinic 
Planned for Fall 


New YorK—Food advertisers 
and agency executives showed 
such interest in newspapers’ 
monthly grocery inventories at the 
annual grocery inventory research 
clinic held May 4-6 in Chicago 
(AA, May 9) that a second 1949 
clinic is being planned for the fall, 
according to Harold S. Barnes, di- 
rector of the Bureau of Advertis- 
ing, American Newspaper Pub- 
lishers Association. 

The fall elinic will be held in 
New York with the anticipated co- 
sponsorship of the Grocery Manu- 
facturers of America, the Asso- 
ciation of National Advertisers and 
the American Association of Ad- 
vertising Agencies, all of which 
joined the Bureau of Advertising 
in conducting the Chicago clinic 

On the basis of decisions made 
in Chicago by exeeutives of the 17 
newspapers currently sponsoring 
grocery inventories in 11 markets, 
the adoption of a new basic list of 
25 grocery product classifications 
to be covered by inventory reports 
was announced by Mr. Barnes. 

New classifications are tea and 
peanut butter. Food beverages and 
cocoa and chocolate have been 
dropped from the basic classifica- 
tion. 

Newspapers currently operating 
monthly grocery inventories in- 
clude: Boston Herald & Traveler. 
Cincinnati Post, Gary Post-Trib- 
une, Indianapolis Star & News, Los 
Angeles Daily News, Examiner 
Herald & Express and Times, New 
York World-Telegram, St. Louis 
Globe-Democrat, San Francisco 
Examiner, Toledo Blade, Washiny 
ton Times-Herald and Winstor- 
Salem Journal and Twin City Se) 
tinel. 


Chicago Bans Plane Ad Tows 


The aviation and recreation co! 
mittee of the City Council of Ch - 
cago has passed an ordinance ba) - 
ning the use of airplanes for tov - 
ing advertising signs and droppi! 
leaflets. The law developed aft 
several ad tows fell from planes, 
thus ending what was believe4 
to be a $35,000-a-year business f 
small airline operators. 


Ahlswede Joins F&S&R 


Lee E. Ahlswede, formerly wi 5 
Reincke, Meyer & Finn, has join: 
the Chicago office of Fuller &* 
Smith & Ross as an account e - 
ecutive. 


IF YOU USE CAR CARD 
Send for FREE Sample 


“CARDISPLAY 


UNIQUE POINT-OF-SALE 


-. CAR-CARD HOLDER 


CARDISPLAY CO. 
1004 MARQUETTE AVE., MINNEAPOLIS, MI 


Le 
socié 
soril 
over 
date 
Co., 
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Cinch Opens New 
Markets with Set 


Vewspaper Pattern 


Los ANGELES—Marking its tenth 
birthday, Cinch Products, Inc., 
with distribution for its Cinch cake 
mix in more than 100,000 grocery 
stores in the West, is now expand- 
ng its distribution to markets as 
far eastward as Cincinnati. Plans 
for the move, and the promotion 
sacking it, were explained to rep- 
resentatives of brokers handling 
the mix by Edward M. Murphy, 
president, and Mel Jensen, Elwood 
', Robinson Advertising Agency, 
at a recent sales meeting in Den- 
ver. 

Introduced market by market, 
the product is placed in stores 
before advertising breaks in news- 
papers. First eastern market opened 
was Detroit, in March. The general 
pattern of newspaper advertising 
followed will be used in other 
markets. 

Opening insertion (on a Monday) 
is a three-column 10” ad with the 
copy, “No Eggs Needed... because 
...Cinch Cake Mix contains eggs, 
milk, sugar, shortening... every- 
thing for a delicious cake every 
time! Add only water. Save half 
the cost, the time...4 delicious 
flavors: Devil’s Fudge, Golden, 
White, Spice.” Subsequent ads, 
Tuesday through Friday, are head- 


lined: “No milk needed,” “No 
shortening needed,” “Add only 
water,” “Save on desserts.” Re- 


mainder of the copy is unchanged. 

The opening series is followed 
by a large-space ad reading ‘“De- 
troit! Here it is! The Cake Mix 
women vote first choice!”” There- 
after the general theme of “It’s 
A Cinch” to bake cakes quickly 
and economically is followed. A 
slogan used throughout is ‘“Mil- 
lions of Cakes with No Mistakes.” 


Will Telecast Roller Derby 


Local Chevrolet Dealers As- 


sociation of New York is spon-' 


soring nine Roller Derby meets 
over WJZ-TV, New York. The 
dates, set through Campbell-Ewald 
Co., run through June. The pro- 
grams will originate in New York, 
Philadelphia and Newark. 


Smith Joins Holtzer-Cabot 

Andrew E. Smith, formerly with 
Alley & Richards, has joined the 
advertising staff of Holtzer-Cabot, 
Ine., Boston, manufacturer of elec- 
trie motors. 


“SALES RESULTS 
In MINUTES 


89% of the readers of the St. 
Petersburg TIMES, repre- 
senting 93.8% of this market’s 
potential buying power, are 
not more than 20 minutes re- 
moved from any store, or out- 
let, of the national advertiser. 


Here is speed, action, no 
wasted time or distance from 
buyer to point of purchase! 
St. Petersburg is America’s 
newest 100,000 market and 
enjoys the additional prosper- 
ous benefits of a truly great 
winter resort. 

Consistent advertising in this 
great market will definitely 
help build your sales. 


ST. PETERSBURG-FLORDIA 
Daily TIMES Sunday 


Represented by 


Theis & Simpson, Inc. 


New York « Detroit * Atlanta * Chicago 
Vv. J. Obenaver, Jr., in Jacksonville, Fla. 


AFA District Elects Collins 


Trenton C. Collins, of Tampa, 
Fia., has been elected governor of 
the Fourth District, Advertising 
Federation of America, at the dis- 
trict annual convention held May 
8. R. E. Goodale, St. Petersburg, 
was named lieutenant governor; 
Jack Jones, Jacksonville, secre- 
tary; Henry S. Jacobs, Orlando, 
treasurer, and Robert Alander, Mi- 
ami, director. The district includes 
the six advertising clubs within 
the state of Florida. 


Artley Names Kessler 


Bennet C. Kessler, formerly with 
Ted Bernstein Associates, has been 
named an account executive of 
Artley Advertising Agency, New 
York. 


‘Rocky Mountain’ 
Sold to Allen Bell 


DENvER—Rocky Mountain Life, 
regional monthly magazine, has 
been sold by Gifford Phillips to 
Allen Bell, Denver trade paper and 
printing plant operator. 

Mr. Phillips operates two subur- 
ban newspapers and Station 
KGHF, Pueblo, Colo., and heads 
Telepak, Inc., Beverly Hills, Cal., 
television firm. 

Mr. Bell, founder of Rocky 
Mountain Life, sold out to Mr. 
Phillips in 1946. The former’s chief 
interest is the Colorado edition of 
the Beverage Analyst. 


7 
, Wesley Bowman Studio, Inc. 

4 360 North Michigan Ave. « Chicago 
“a Phone CE 6-0233 


... WGBI sets a record for all CBS stations studied! 


AFTERNOONS 


EVENINGS 


WGBI, Scranton, Pa., leads all CBS sta- 


tions in Mr. Hooper’s record book with a 


phenomenal 72.0 in the heavy-listening 


evenings! WGBI’s whopping morning rating 


(56.6) and even better afternoon score (59.0) 


are impressive returns, too... made even more 


impressive by the high sets-in-use figures! 


1000 WATTS DAY 
500 WATTS NIGHT 


= 


. 


CBS AFFILIATE WGB 
fs See 


MRS. M. E. MEGARGEE 
President 


(Figures from Hooper Station Audience Index—Jan., Feb., 1949) 


674,000 prosperous people make up the 
rich Scranton—W ilkes-Barre market. You can 
reach and sell this big market any time, from 
early morn to late at night, on WGBI. You can 
do it economically and profitably, too. Ask 
your John Blair man about Scranton—W ilkes- 


Barre, WGBI and today’s availabilities, today! 


JOHN” 


~ BLAIR. 


- & COMPANY — 


: 4 
2 ? = brig P*: , 


GEORGE D. COLEMAN 
General Manager 
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James D. Woolf Talks... 


Salesense in Advertising 


Registered 


former 


ideas and 


successes. 


Forgotten Magic 

“Service” is a threadbare word, 
so old hat to business men that I 
hesitate to use it. They nod with 
approval when its virtues are ex- 
tolled at their weekly pep-talk 
club luncheons. 

They have heard again and 
again stories like this one about 
Charles H. Walgreen, the founder 
of the great chain of retail drug 
stores. 

Mr. Walgreen began his business 
modestly with one small store in 
Chicago. One of his first orders he 
received by telephone from a 
housewife who lived within a few 
doors of his store. 

Mr. Walgreen relayed her order 
in a whisper to an assistant, telling 
him to rush delivery to her. Mean- 
time, he prolonged the conversa- 
tion with her over the telephone. 

Within three or four minutes 
she interrupted the conversation, 
explaining that her doorbell was 
ringing. Quickly she returned to 
the phone and told Mr. Walgreen 
excitedly that her order for drugs 
had already arrived. 

“That’s just an example, mad- 
am,” Mr. Walgreen told her, “of 
Walgreen service.” 


The Jerry-Built Age 

Yes, Service is a hoary old word 
in business, and everywhere the 
rafters once rang with its praises. 
Today, now that the consumer is 
back in the buyer’s saddle, we are 
beginning to hear that service will 
again be the watchword. But one 
celebrated author and commenta- 
tor, Samuel Hopkins Adams, be- 
lieves that men like Mr. Walgreen 
are, like the dodo, an _ extinct 
species. Listen to him in the cur- 
rent issue of Good Housekeeping: 

“Service is a word that used to 
mean a great deal. It flowered and 
flourished in large-type advertise- 
ments of the years ago as a catch- 
word alike of the vast, national 
corporation and the butcher shop 
around the corner. Little of it is 
heard nowadays, and for good rea- 
son. The kind of service obtain- 
able at present is nothihg to ad- 
vertise. We live, perforce, in a 
jerry-built and jerry-kept age. 


Workman's Vanishing Pride 
“Take the simplest elements of 
home maintenance. You need a 


Put that ad to double use by 
having i reprinted in the form 
of an mexpensive mailing prece 


, FOR SAMPLES AND PRICE LIST 
Write or Phone 


120 Merth Greece Si - Chicage 7, thems - Tayler 9 3200 


James D. Woolf, famed copywriter and 
vice-president 
Thompson Company, 
monthly series of discussions on tested 


of J. Walter 
is writing this 


basic advertising principles. 


While the series is aimed primarily at 
the small business man who may be a 
neophyte at advertising, AA readers will 
find instruction and entertainment in the 
discussions and sidelights on advertising 


carpenter for some small job. After 
endless, beseeching preliminaries, 
you get the promise of one. Weeks 
pass before he arrives to make 
the overdue repairs, which, six 
months later, will very likely have 
to be re-repaired because the 
workman has taken less pride in 
his workmanship than in the time 


clock. You crave to paint your 
house. Painters turn in a job so 
leisurely that the bill arrives be- 
fore the odor dies out. The plum- 
ber, in order to do one man’s work, 
brings along an assistant plumber, 
who presently sends back for a 
plumber’s helper to finish a task 
that may be only half-done when 
the trio pack up their tools and 
leave the bill. Even the laundry 
(extra charge for delivery under 
a week) is likely to return with a 
wrinkle where the button used to 
be.” 


The Drachman Saga 


Let me tell you about Oliver 
Drachman and his busted laundry, 
which he inherited from his father 
in Tucson, Ariz., in 1935. There 
was a $35,000 mortgage due, equip- 
ment was obsolete, and customer 
good will was down to zero. 

A couple of years ago, Drach- 
man sold the business for nearly 
half a million dollars. 

SERVICE did it. Drachman knew 
he had to be better, be different, 


think up new ways to win and hold 
customers, or he was a goner. Ad- 
vertising played a big part, but it 
was the service ideas in his ad- 
vertising that brought in business. 
And it was service performance 
that made new business stick after 
he got it. 

He gave Tucson a lot of new 
services it hadn’t had before. He 
was the first to provide the city 
with a dyeing service; the first to 
repair zippers; the first to reweave 
invisibly cigaret and moth holes 
in clothes and fabrics; the first to 
re-cover damaged cloth buttons, 
and also the first to make new 
matching buttons of material pro- 
vided by women who made their 
own clothing; the first to learn the 
art of cleaning leather jackets; the 
first to know how to clean and 
block ten-gallon Stetsons; the first 
to master the trick of making new 
Levi’s look old and faded, a fash- 
ion “must” in the Southwest. 


ws Another new thing in Tucson 
was his home-cleaning service. He 
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trained experts to take down th» 
housewife’s curtains, take up he: 
rugs, take off her pillow cove): 
and slip covers, wash and clea 
them, and put them back neat ; 
a pin. Still another first was fi 
storage, a service new to Tucsor - 
ians. And wouldn’t it be nice { 
your shoes, beautifully shine: , 
were delivered to your door fcr 
15¢; well, that was another Drach- 
man idea—a money-loser per s», 
but a real service to his customers. 

Many of these services weie 
established during the war-- 
in a seller’s market—when the 
wretched consumer changed his 
shirts, when he was lucky, about 
once a week! 

If you’re not a laundryman or 
cleaner, no matter. The principle’s 
the same. Drachman’s Service Ma- 
gic will build your business no 
matter what you have to sell. 


na 


ws For instance, watermelons. 
There is a side-street grocery in 
my town that is proud of its water- 
melons. Last summer I drove up to 


“IN THE LOUISVILLE COURIER-JOURNAL 
_ Locally-Edited maGaziINE 
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tus Falls City Beer ADVERTISEMENT 


The inauguration was news all over the country, but the 
eyes of Kentuckians were on the new Vice-President, 
Alben W. Barkley from Paducah. Those that could be 
there watched the tribute paid him. And those ot home 


Agency: 


THE FEATURE 


read about it in their own Locally-Edited Magazine. 


THE ADVERTISEMENT 


Advertiser: Falls City Brewing Co. 
Prater Advertising Agency, Inc. 
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the little store and, explaining that 
we were having company for din- 
ner, asked the young proprietor to 
vick a nice specimen. He loaded 
ne into my car that he thought 
vas just right. Two hours later, 
ust before dinner, my doorbell 
rang, and there was my water- 
melon man! 

“I’ve been fretting about that 
melon I sold you,” he _ smiled. 
“Here’s one that I’m sure is better, 
and it’s all chilled and ready to 
eat.” 

He had driven two miles on 
that errand of thoughtfulness. 
That, my friends, was SERVICE— 
the forgotten magic! 


Abbe Joins O’Rourke 

Patience Abbe has joined the 
publicity department of John 
O’Rourke & Associates, San Fran- 
cisco agency. 


To Ormsbee, Moore & Gilbert 

Klip-O-Matic Co., New Haven, 
Conn., has placed its advertising 
with Ormsbee, Moore & Gilbert, 
Milford, Conn. Automotive publi- 
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SPEAKING OF UNDERWEAR—Deep in a discussion of underwear made of nylon at 

the William Carter Co.'s bi-annual sales meeting in Boston May 9-11 are, left to right: 

William L. Carter, director of advertising, Carter Co.; William A. Hart, director of 

advertising for Du Pont; Frank Hatch, vice-president and head of the Boston office 

of Batten, Barton, Durstine & Osborn, Carter’s agency, and Lyndall F. Carter, vice- 
president of the Carter company. 


cations will be used to promote the| complete assortment of car mold- 
new Klip-O-Matic Klip-Kit, a|ing fasteners. 


Signode Promotes Officers 


Jchn H. Leslie, vice-president 
in charge of research and engineer- 
ing of Signode Steel Strapping Co., 
Chicago, has been elected president 
of the company. He succeeds his 
father, John W. Leslie, who has 
been made chairman of the board. 
John S. Gorman, vice-president 
and director of sales, has been 
appointed vice-chairman of the 
board and J. M. Moon has been 
promoted from sales manager to 
director of sales. 


Agency Librarians Elect 


Rosalind Morrison of Doherty, 
Clifford & Shenfield, New York, 
has been elected president of the 
Council of Advertising Agency 
Librarians. Katherine D. Franken- 
stein, Batten, Barton, Durstine & 
Osborn, has been named vice-pres- 
ident, and Vera Halloran, J. 
Mathes, Inc., secretary. 


To Warner, Schulenburg, Todd 

C. Hager & Sons Hinge Mfg. Co., 
St. Louis, has appointed Warner, 
Schulenburg, Todd & Associates, 
St. Louis, to handle its advertising. 


for highest reader 


TOTAL CIRCULATION: OVER 2,090,000 COPIES EACH WEEK 


Eleven weekly newspaper magazines featuring the Local Touch 
interest, for 


ATLANTA JOURNAL 
COLUMBIA STATE 

COLUMBUS DISPATCH 
HOUSTON CHRONICLE 
INDIANAPOLIS STAR 


greater advertising value 


SAN ANTONIO EXPRESS 


For further information contact any of the following representatives: Branham Company, Cresmer and Woodward, Jann & Kelley, 
John Budd Company, Kelly-Smith Company, Moloney, Regan & Schmitt, O'Mora & Ormsbee, Sowyer-Ferguson-Walker Compor) 


LOUISVILLE COURIER-JOURNAL 

THE NASHVILLE TENNESSEAN 

NEW ORLEANS TIMES-PICAYUNE-STATES 
PITTSBURGH POST-GAZETTE 

SALT LAKE CITY DESERET NEWS 


Share of Magazine 
Ads by Fair Trade 
Companies Studied 


New YorK—The American Fair 
Trade Council has reported 


results of an analysis of adver- . 


tising of ten magazines, in order 
to show what percentage of adver- 


tising was bought by fair-trading ° 


manufacturers. 

All issues were for February, 
1949, except for Life (Dec. 13), 
Better Homes & Gardens (October, 
1948), and Household (January). 

The analysis shows that 44.1% 
of the advertising space in The 
American Weekly for Feb. 13 was 
bought by fair-trading manufac- 
turers; 16.8% for October Better 


M. Homes & Gardens; 12.3% for Hunt- 


ing & Fishing; 22.1% for House- 
hold; 45.5% for Ladies’ Home 
Journal; 53.7% for Life; 4.7% for 
Mechanix Illustrated; 40% _ for 
Photoplay; 10.5% for Sports Afield, 
and 45.3% for Woman’s Home 
Companion. 

Except for Life, the copies were 
supplied to the AFTC by the ad- 
vertising managers of the various 
magazines, Shannon W. Mims, 
AFTC manager, told AA. He said 


the Better Homes & Gardens issue * 


was selected because it contained 
less than its usual content of fair- 
trade copy. 


Seagram Names Christian 


Joseph W. Christian, formerly 
advertising manager of Our World, 
has been named to the newly 
created position of special national 
field representative of Distillers 
Corp.-Seagrams Ltd., New York. 


Stephens Joins Weightman 


Alicia Stephens, former editor 
of house organs and assistant di- 
rector of public relations of Gen- 
eral Tire & Rubber Co., has joined 
Weightman, Inc., Philadelphia. 


pe 


DON'T JUMP! 


Just a minute, mister, before 

you make that fatal leap. Instead, 
just hop over to the phone and call 
STATISTICAL. We offer a com- 
plete service that relieves you of 
all worries on tabulating, cal- 
culating, Vari-Typing, typing and 
marketing research tabulations. 
We can even supply you with 
temporary office help when you 
need it. Call our nearest office . . . 
it's a jump in the right direction. 


TABULATING + CALCULATING + TYPING 
MARKETING RESEARCH TABULATIONS 


(in your office or ours) 


M. R. Notoro, President 


53 W. Jockson Bivd., Chicago 4, Ill. HA 7-2700 
50 Broadway, New York 4, N.Y. WH 3-8383 
Arcade Building, St. Lovis 1, Mo. CH-5284 
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HE GOT RESULTS 


Out-pulled other paper 2 to | 


“My classified ad in ADVERTISING AGE’s 
‘Advertising Market Place’ was so successful 
that I have decided to run it again. Please repeat 
the same copy; I am enclosing check in payment. 
While I don’t want you to use my name, you can 
say that ADVERTISING AGE has pulled about 
2 to 1 over another paper with a higher rate.” 

Yes, you do get results — lots of results — 
when you tell your story to the top men in 
advertising through ADVERTISING AGE’s 
“Advertising Market Place.” It’s the place every- 
body looks for jobs, for men, for office equip- 
ment, for mailing lists, business opportunities, 
goods and services. It’s the number one place to 
tell your story if you want results! 


No. 3304. What Do Your Dealers 
Want to Know About the Prod- 
ucts and Promotion You Are 
Trying to Sell? 


This folder, published by As- 
sociated Business Papers, shows 
how 355 dealers voted in a nation- 
wide survey made for ABP to help 
its merchandising papers render 
still better service to readers and 
advertisers in their fields. Appli- 
ance, hardware, drug, jewelry, 
home furnishings, office equip- 
ment, grocery and other dealers 
were interviewed, and every geo- 
graphical region of the country 
was covered. 


No. 3292. Thank You Mr. Census 
Taker. 


Separate folders tucked into a 
pocket of this Successful Farming 
brochure provide an analysis of 
the publication’s subscribers—their 
farms, their homes, their farm pro- 
duction, and families. The studies 
are based on the 1945 Census of 
Agriculture, U. S. Census Bureau, 
and the 1945 Quarterly Survey of 
Agriculture, Bureau of Agricultur- 
al Economics. 


No. 3301. Soap and Detergent Sur- 
vey. 


Wallaces’ Farmer & Iowa Home- 
stead has published this report of 
a survey of its Iowa farm sub- 
scribers, which tabulates brands 
used and monthly purchases of 
soaps and detergents for toilet, 
laundering and other washing uses. 


No. 3291. Circulation Analysis— 
Market Report No. 106. 


Puck—the Comic Weekly has 
published this detailed state and 
county circulation analysis in 1,294 
key cities of 10,000 or more popu- 
lation. The tabulation includes 
number of families, Puck circula- 
tion, and the circulation of six 
other national magazines. 


100 E. Ohio St., Chicago 11, Ml. 
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No. 3303. Six Popular Styles. 


Plastic Binding Corp. has issued 
this 32-page brochure, which il- 
lustrates and describes six types 
of books for which plastic binding 
is adapted, and lists about 36 dif- 
ferent uses in various advertising, 
merchandising, publishing and 
specialty activities. 


No. 3302. A report from 2,365 
Families. 


Product usage and brand pref- 
erences in the drug, grocery, al- 
coholic beverage, automotive, to- 
bacco, camera, watch and writing 
equipment fields among reader 
families are shown in this survey 
issued by Popular Fiction Group. 
The study covers 64 types of prod- 
ucts and 514 separate brands. 


No. 3281. Annual Report to Ad- 
vertisers. 

Parents’ Magazine’s annual re- 
port for 1948 shows advertising 
revenues and circulation at all- 
time highs. The report tabulates 
1948 advertisers in eight classifi- 
cations, showing products adver- 
tised, total years the advertiser 
has used Parents’, and total adver- 
tisements through 1948. 


No. 3294. Producing Your Film. 


Some of the illustrations in this 
Atlas Film Corp. booklet illustrate 
scenes from films made for various 
advertisers; others, with their text, 
illustrate steps and techniques in 
the making of commercial films, 
and the services and equipment 
Atlas has available. 


No. 3295. Don’t Let Your Country 
Selling Go Up the Wrong Road. 


Country Gentleman has pub- 
lished this folder, which deals with 
readership of urban magazines 
among farm men and women and 
the extent of duplication among 
Country Gentleman readers. 


Readers Service Dept., ADVERTISING AGE 


Please send me the following (insert number of each item wanted) 
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RATES: 75¢ per line, minimum charge $3. 


Cosh with order. Figure bold face heads 


[maximum two. lines) 30 letters and spaces per line; light body face 40 per line. Box 


numbers add two lines. Copy deadline Thursday noon, 11 days 


publication 


date. Disploy classified advertisements take card rate of $10 per column inch. Regu- 


lor card discounts on multiple insertions and spoce over 5 inches apply on display. 


HELP WANTED 


ADVERTISING & PUBLISHING 
ALL TYPES OF POSITIONS 
GEORGE WILLIAMS CO.—Personnel 
209 8. State St., HA 17-2063, Chicago 


ART DIRECTOR - RETAIL 
Are you interested in California, in an 
outstanding retail job of agency caliber? 
Must have knowledge production, art and 
top layout. Excellent spot. 
The Broadway 
Los. Angeles, California 


FRED J. MASTERSON 
ADVERTISING AND PUBLISHING 
PERSONNEL 
Executive—Creative—Adv. Sales 
Resumes cenfidentially considered 
185 N. Wabash FR 2-0115, Chicago 


SALES DEVELOPMENT SPECIALIST 
Our client, a manufacturer of household 
utility and other paper specialties, of- 
fers unusual opportunity for an unusual 
man. Age range between 35 and 45. Essen- 
tial that he have experience selling cor- 
porate and voluntary grocery, drug, syn- 
dicate chains and independent wholesalers. 
Knowledge of paper manufacturing and 
converting will prove helpful. Advertising 
and promotional background required. He 
will be expected to expand distribution 
of present products, market products now 
reagly for release and develop new ones. 
Write in detail and confidence to Richard 
H. Brady Co., Inc., Advertising, 710 North 
Plankinton Ave. Milwaukee, Wis. 


at your service 


if you want advertising 
if you want publicity 

If you want promotion 
if you want a good job 


if you want the type of 
competent work you de- 
serve, send us your prob- 
lem... let us show you 
what can be done. 


write— 
Box 7366, ADVERTISING AGE 
100 E. Ohio St., Chicago, III. 


ASSOCIATE EDITOR—Semi - professional 
magazine needs capable writer. Chicago. 
Box 2473, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 
SALESMAN now handling syndicated ad- 
vertising to sell monthly newsletter on 
yearly contract as side line. Liberal 

commission. 
Box 2474, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


POSITIONS WANTED 


ARTIST - ART DIRECTOR 

One of the country’s most able “working”’ 
art and production directors (layout and 
finished art) desires connection with 
established southern or 
agency. 

Box 2468, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 
Two For the Price of One. Top executive 
needs this versatile young money - saver. 
Experienced advertising manager and effi- 
cient secretary. Manufacturing, publish- 
ing, retail background. Now employed. 
Interview will prove worthy investment. 

Box 2469, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


BEAUTY - FOOD - FASHION 
Copywriter, Stylist available. Former New 
York Beauty and Food magazine editor 
with promotional experience including 
fashion desires Chicago position. 

Box 2471, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 

ADV - SALES PROMOTION - EDITOR 

Experience ind. & consumer copy, prod., 
layout, house organ editor. College grad. 
Age 30. Married. Phone SU 4-3326-Chgo-or 

Box 2450, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


——————————— a 
REPRESENTATIVES WANTED 
Established Detroit representative “cap- 
able covering territory including Ohio- 
Indiana wanted by specialty consumer 

publications leaders in their field. 
Box 2470, ADVERTISING AGE 
11 E. 47th St., New York 17, N. Y. | 


REPRESENTATIVES ; AVAILABLE | 

Publishers Representative. . For New Eng- 

land and N. Y. territory. Offices in Boston 

& New York. Trade, dealer or business 

papers. All correspondence confidential. 
Box 2472, ADVERTISING AGE 

11 E. 47th St., New York 17, N. Y. 


FOR SALE 
FOR SALE BY OWNER 
7-room house Highland Park, Ill. Immed. 
occupancy, lovely yard. Nr. schools, park, 
trans., shops. $14,500. Mansfield 6-2927. 


MISCELLANEOUS 


OFFER THE NEWEST ITEMS FIRST! | 
Monthly bulletins tell where to get 100 
newest products before reaching open 
markets. Details free. Publishers, Gar- 
denville 8, N. Y 
Small Chicago Studio Serving Advertising 
Agencies with art work at fair prices 
could use additional business. 

Box 2475, ADVERTISING AGE 


southwestern 


WANTED 
Advertising Manager 


This is a top position in a well- 
established, well-known company. 

Applicants must have extensive 
experience In advertising and mer- 
chandising food products through in- 
dependent, as well as chain outlets. 

All applications held strictly con- 
fidential. Write Box 7365 


ADVERTISING AGE 
100 E. Ohio St. Chicago 11, Ill. 


HERE’S A FINE FUTURE 
FOR THE RIGHT MAN! 


Well established medium sized Chica ~ ogency 
needs man for radio copywriting and assistant 
contact work, 


The man for this job must now be employed 
in an agency. He should have 3 to 5 years’ 
experience. his job will offer him more salary 
greater pg ate gee than he now has. He will 
work on a large account as right hand man to 
account executive. 


For an interview, write in detail. 
present position, present salary, previous ex- 
perience. All replies kept in strictest confidence. 
Address Box 7367, ADVERTISING AGE, 100 E. 
Ohio St., Chicago II, Illinois. 


State age, 


Modern, well equipped printing 
plant conveniently located out- 
side Metropolitan, New York, 
excellent transportation facili- 
ties, can offer attractive prices 
and good service for magazines, 
House Organs and Catalogs — 
Box 7359, ADVERTISING 
AGE, 100 E. Ohio St., Chicago 
11, Ill. 


100 E. Ohio St., Chicago 11, Ill. 


open letter to an outstanding ad man! 


Mr. Henry T. Stanton, senior vice presi- 
dent, J. Walter Thompson Co. Fortune 
magazine indicates that your organization 
believes, ‘‘an advertising agency is simply 
people”. | should like to become one of 
these people .. . | earnestly think | might 
be useful to you. 

A sales presentation which I've devel- 
oped seeks to show that my creative-graph- 
ic arts background is an ideal one for the 
advertising business. If you'd like to ex- 
amine it, please drop a note to this box, 
giving me permission to call for an inter- 
view. I'd like to meet you. At your con- 
venience, of course. Box 7364; ADVERTIS- 
ING AGE, 100 E. Ohio St., Chicago 11, Ill. 


PHOTOGRAPHER & 


Consulting Engineer 


Rare combination available of creative 
photographer and all-a-round photo- 
graphic engineer. Advertising background 
and thorough experience on color prints, 
slide film and movies. Salary $7,500. 


Write Box 7749, 217 7th Ave., N.¥.C. 


ATTENTION PUBLISHERS 


Why not place the printing of your maga- 
zine in a smaller Mississippi Valley town, 
where you can get good workmanship and 
service, without labor trouble. Write for in- 
formation. Box 7360 ADVERTISING AGE, 
100 E. Ohio St., Chicago 11, Ill. 


. AGENCY MANAGEMENT... 


Radio-TV Director, midwest 4-A agency, 
will exchange, for profitable opportunity, 
proven record, all phases of broadcasting, 
merchandising (5,000 and 50,000 watt sta- 
tions; medium and top billing agencies). 
Age, 34. Box 7362, ADVERTISING AGE, 
100 E. Ohio St., Chicago 11, Il. 


EXP’D. RIGHT HAND MAN FOR 

BUSY royony EXECUTIVE 
26, creative, 3 yrs. lanning, rough lay- 
out, copywriting, produc on know how, all 
phases. Full of ambition. Wants permanent, in- 
teresting position with opportunity to learn and 
idea man. 


trng. st. Pres. empi., but 
dissatisfied. Chicago m4 4 
Write Box 7363, ADVERTISING AGE 


100 E. Ohio Street Chicago 11, M[linois 
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Ironer Week in 
San Diego Pulls 
Large Turnout 


San Direco—Oldtime selling fer 
vor coursed through the veins o 
appliance salesmen in San Dieg: 
May 2-7. An idea and the firs 
cooperative dealer advertising pro 
gram of its kind did it. Result 
were so astounding that manufac 
turers believe the pattern has bee: 
set for similar campaigns through 
out the country. 

The idea was to see if irone 
sales, which generally are abou 
one to every six washing machine 
sold, could not be stimulated. Dis 
tributors for 13 manufacturers per 
suaded their companies to donate 
one ironer each to be given awa) 
in two daily drawings from the 
names of those who came in tu 
take ironer demonstrations from 
experts. Dealers turned in al! 
names registered at their stores 
daily before the drawing. 

In order to participate in the 
one-week campaign, dealers were 
required to use tie-in advertising 
in newspapers, window displays 
and interior, have an expert ironer 
demonstrator on hand and abide 
by the rules of the campaign, which 
was directed by the Bureau of 
Radio and Electrical Appliances 
of San Diego County. J. Clark 
Chamberlain is secretary-manager 
of the bureau and also president 
of the International Association 
of Electrical Leagues. 


ws Because of the strict qualifica- 
tion requirements and the fact that 
it has always been difficult to get 
up much enthusiasm for promoting 
ironer sales, the bureau would 
have been surprised if 50 dealers 
came into the campaign. Instead, 
125 signed up. 

First day registrations of those 
who took ironer demonstrations 
numbered 1,205. The figure was 
much higher than expected and 
was attributed to the four days of 
advertising in 40 metropolitan and 
county newspapers preliminary to 
the ironer demonstration week 
But the registration figure contin- 
ued to mount each day of the cam- 
paign. More than 6,000 persons had 
exposed themselves to the work- 
ings of an ironer by the close of 
the campaign. 

No effort was made to sell dur 
ing the demonstrations. Dealer: 
were elated because more people 
were in their stores looking at, anc 
sometimes buying, all manner o: 
appliances; salesmen who neve 
knew how to sell an ironer ha: 
learned how; and at the close o 
the campaign they had the name 
and addresses of new prospect: 
Estimates were that as high as 30° 
of those who participated in dem 
onstrations would become irone 
buyers before the year ends. Muc 
less would still make the deale 


happy. 


ws George Hawkins, account exec 
utive with the Barnes-Chase Co 
agency which ‘handled the deale 
newspaper tie-in advertising wit 
that of the bureau’s, said 70,00 
lines were used in the papers. Th 
Patten-Holloway agency handle 
advertising on six radio station 
Newspaper pictures of bathin 
beauties drawing the lucky nam¢ 
from the box, or taking an irone 
demonstration from a man, adde 
to the drum beating. 

The participating manufacture) 
included ABC, Apex, Bendix, Cor 
lon, Easy, General Electric, Iro! 
rite, Horton, Simplex, Spee. 
Queen, Thor and Universal. 


i| Strahl] Joins Electro-Matic 


William L. Strahl has bee : 
named to the sales division of Ele: - 
tro-Matic Engraving Co., Chicag . 
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Advertising Age, May 23, 1949 


May 23-24. Inland Daily Press 
\ssociation, spring meeting, Con- 
rress Hotel, Chicago. 

May 23-25. National Federation 
of Sales Executives, annual con- 
vention, Stevens Hotel, Chicago. 


May 29-June 1. Advertising 
Sederation of America, 45th an- 
aual convention, Rice Hotel, Hous- 
ton, Tex. 

June 6-7. American Marketing 
\ssociation, mid-year conference, 
Sheraton Hotel, St. Louis. 

June 12-15. National Industrial 
Advertisers Association, 27th an- 
nual conference, Hotel Statler, 
Buffalo, N. Y. 

June 20-21. Public Utilities Ad- 
vertising Association, annual con- 
vention, Hotel Netherland Plaza, 
Cincinnati. 

June 23. National Association of 
Magazine Publishers, spring meet- 
ing, Westchester Country Club, 
Rye, N. Y. 

June 26-29. Newspaper Adver- 
tising Executives Association, sum- 
mer meeting, Hotel Roosevelt, New 
Orleans. 

June 26-30. Advertising Asso- 
ciation of the West, 46th annual 
convention, Hotel Vancouver, Van- 
couver, B. C. 

Sept. 11-15. Advertising Spec- 
ialty National Association, 46th 
annual convention and trade show, 
Palmer House, Chicago. 

Sept. 12-13. National Association 
of Magazine Publishers, 30th an- 
nual meeting, Essex and Sussex, 
Spring Lake Beach, N. J. 

Sept. 17-20. Mail Advertising 
Service Association International 
convention, Congress Hotel, Chi- 
cago. 

Sept. 21-23. Direct Mail Adver- 
tising Association, annual con- 
ference, Congreis Hotel, Chicago. 

Oct. 10-11. Boston Conference 
on Distribution, Hotel Statler, Bos- 
ton. 

Oct. 17-18. Inland Daily Press 
Association, annual meeting, Con- 
gress Hotel, Chicago. 

Oct. 19-22. Financial Public 
Relations Association, 34th annual 
convention, Edgewater Beach Ho- 
tel, Chicago. 

Oct. 20-21. Audit Bureau of 
Circulations, annual meeting, 
Drake Hotel, Chicago. 

Nov. 13-17. Printing Industry of 
America, 63rd annual convention, 
Piltmore Hotel, Los Angeles. 


‘Sun-Up’ Appoints Ryan; 
Increases Number of Issues 


William Desmond Ryan, founder 
id co-publisher and business and 
‘vertising manager of Campus 
agazine, has joined Sun-Up 
agazine, San Antonio, as execu- 
' ve assistant to publisher L. K. 
ilson. Sun-Up, which started out 
a quarterly and then changed 
a bi-monthly, will now be pub- 
hed as a tri-season monthly, 
ptember through May, with 
tht issues instead of six and no 
ues during the south-southwest 
weather vacation season. 


»onsors Jersey Stakes Race 


rillette Safety Razor Co., Bos- 
', Will air the Jersey stakes race 
er ABC’s radio and television 
‘works. The event will be held 
‘y 28. Time on 266 American 
lio stations and seven television 
“ons was bought through 
‘xon, Inc. 


IX Appoints Spillman 


sanford Spillman, operations 
ervisor, has been appointed act- 
director of television station 
‘IX, San Francisco, succeeding 
th Kerby, who has resigned. 


Hoefer, Dieterich & Brown 


Iniversal Window Co., Berkeley, 
nufacturer of window hard- 
re, has named Hoefer, Dieterich 
srown, San Francisco, to handle 
wade advertising. 


To Fuller & Smith & Ross 

Plus Computing Machines, New 
York, national distributor of key- 
drive computing machines, has 
appointed Fuller & Smith & Ross, 
New York, to handle its advertis- 
ing. 


To Sheldon, Quick & McElroy 
Sheldon, Quick & McElroy, New 
York, has been named to direct the 
advertising of Austrian State Tour- 
ist Department, New York. Maga- 
zines, newspapers and travel trade 
publications will be used. 


Stuart, Russell Join Esty 

William L. Stuart, formerly with 
Young & Rubicam, and Charles 
Russell, who has worked as a pro- 
ducer and literary agent, have 
joined the television department 
of William Esty Co., New York. 


Two Appoint Goldgar Agency 


De Muir Laboratories, Boston, 
cosmetics and drugs maker, and 
Revere Quilt Co., Revere, Mass., 
manufacturer of bedding, have 
appointed Mike Goldgar Co., Bos- 
ton, to handle their advertising. 


27 


Two A int Cox Agency Kunk Co. and the Breuning Milk 
J. Caleteabens pom Agency,|Co., both in Philadelphia. News- 


Philadelphia, has been named to| papers, radio and car cards will 
handle the advertising of J. E.| be used by both. 
* DISPLAY CARDS 
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Ad Showcard 


AND DISPLAY STUDIO 


17 MORTH WABASH AVE 
curcaco 


DEarborn 23137 + SCREEN PROCESS PRINTING 


If you’ve ever visited Leo Burnett Company you'll 
recall the hospitable bowl of apples in the reception room 


Burnett lands a big one might refer 
to a new account, but it happens to mean 
the muskie pulled in, circa 1935, on the one 
and only fishing trip he took during his 


advertising career. 
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QUARTER CENTURY 
OF LEO BURNETT 


At first glance this picture might be any 
idyllic Mr. & Mrs. scene snapped of a 
Sunday afternoon in the Mid-Twenties. 

What makes this picture a collectors’ 
item is that it shows Burnett not only in 
plus fours, but in repose and without his 
big black, ad-making pencil. 

Burnett had just come down from De- 
troit and Cadillac to Indianapolis to han- 
dle the advertising of the well-engineered, 
but not-too-well-destined, Lafayette. 

When the Lafayette became one of 
America’s truly fine ex-automobiles, Leo 
got into the agency business. 

Some of the outstanding automobile 
advertisements of the period were done by 
Leo for the Marmon car. 

Maybe it was because Burnett used to 
come up to Chicago to buy a lot of layouts 
and artwork, maybe for other reasons, 
but in a matter of years he decided to 
bust out all over from the Hoosier capital. 

He stopped at Erwin, Wasey for enough 
years to become vice-president in charge 
of the creative work for the Chicago office. 

Came 1935—and there was a new adver- 
tising agency on Michigan Avenue. 

Leo Burnett Company, Inc. started 
with few people and even fewer accounts 
—but with plenty of hope and hard work. 

Since those earlier days a lot of adver- 
tising has come out of the Burnett shop— 
and Partridge & Anderson is happy to 
have been a party to that operation. 


Partridge & Anderson Company 
712 Federal Street, Chicago + Telephone: H Arrison 7-3732 
Electrotypers © Nickeltypers * Matrix Makers * Stereotypers 
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500 Su permarkets Air 


Storecast Commercials 


‘49 Billings Near 
$1,000,000 with 100 
Advertisers in Medium 


By Patricia RYDEN 


New YorK—A commercial with 
a perfect Hooperating is every ad- 
vertiser’s dream. Perhaps that’s 
why Stanley Joseloff, president of 
Storecast Corp. of America, esti- 
mates his 1949 billings in the 
neighborhood of $1,000,000, double 
that of last year. 

This company first sold the idea 
of airing commercials in super- 
markets in June, 1946, to 15 First 
National Stores in Hartford, Conn. 
Today, 500 supermarkets and nu- 
merous FM homes as far west as 
Chicago are serviced with Store- 
cast, carrying commercials for be- 
tween 90 and 100 advertisers. 

Almost three years ago Store- 
cast set up special turntables in 
the Hartford Muzak studios and 
played music, interspersed with 
transcribed commercial announce- 
ments, over telephone lines to 15 
First National supermarkets. 


ws Approximately 20 advertisers 
started with Storecast, among 
which were Swift, General Foods’ 
Diamond salt, Wilson’s meat pro- 
ducts, Libby’s and other regional 
products. 

To prove that this new point-of- 
sale merchandising method in- 
creased sales, Storecast went to 
15 other supermarkets, closely 
identified in location, size and mer- 
chandise carried, and by compari- 
son inventories found the 15 super- 
markets carrying Storecast wer2 
moving more merchandise. Store- 
cast is now in 120 First National 
supers from Springfield, Mass., to 
lower Connecti-ut. 

A housewife shopping in a 
Storecast supermarket will hear 
six minutes of uninterrupted mu- 
sic, usually of the musical comedy 
or standard pop variety, followed 
by a minute of announcements. 
Each advertised product is given 
a 20-second commercial. The an- 
nouncements are given in a group 
of three, and the items are related 
products such as bread, butter and 
coffee. 


# Storecast usually begins operat- 
ing at 10 a.m., goes off between 1 
and 2 p.m. and then plays until 
6 p.m. In a recently conducted poll 


in First National stores, 87% of 
the customers said they preferred 
shopping to music and 97% of the | 


We hate to brag but 
have you seen 


our halftones lately? 


FINE OFFSET PRINTING 


Lenmann Cuurt 
EAstgate 7-8885 


The Veritone Co., 2701 
Chicago 14 


a Ne eM 


. 
wy 


personnel enjoyed working to 
Storecast. — 

After its success with First Na- 
tional, Stanley Joseloff, former ra- 
dio director of Biow Co., New 
York, went into the Philadelphia 
market and sold Storecast to 115 
Acme supermarkets of the Ameri- 
can Store chain. 

From there the operation ex- 
panded to Chicago where it was 
tested by National Tea Co. in two 
of its supermarkets for two months 
using telephone lines. “National 
Tea wanted Storecast,” Mr. Jose- 
loff told AA, ‘but we couldn’t get 
sufficient telephone lines in Chi- 
cago.” 


a FM solved the problem. Store- 
cast went to WEHS, a Chicago FM 
station, and told the officials it 


STORECAST TIE-IN—Executives of Storecast and the Crowell-Collier Publishing Co 

discuss the current promotion with the Woman’s Home Companion in the latter's 

home service center. Left to right: George Hennessy, vice-president; Stanley Joseloff, 

president, and Richard Malkin, program director of Storecast; T. L. Brantly, vice- 

president and advertising director, Crowell-Collier; Robert L. Hutton Jr. and Elizabeth 
Walker of the Companion. 


wanted to make the station’s time| at point of sale. Storecast made up 
available to an advertiser. fixed frequency radio receivers in 

The station was given a guaran- | only the frequency of that particu- 
teed circulation to offer advertisers | lar station and guaranteed WEHS 
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a fixed amount of money on the 
strength of its purchase of institu- 
tional announcements. Each an- 
nouncement Storecast sells goe 
towards the reduction of the num- 
ber of announcements it has to bu) 
from the station. 

In addition to 100 supermar- 
kets receiving Storecast announce- 
ments for 30 advertisers in Chi- 
cago, its programming is als 
heard in Chicago FM homes. 

“FM has enabled us to have 
more showmanlike programming,’ 
reports Mr. Joseloff. “Storecast i 
now going to use FM in New Eng.- 
land via WMMW, Meriden, Conn 
We'll convert to FM in New Eng- 
land on June 15 in 100 First Na- 
tional and independent supermar 
kets in 15 cities with 55 advertis- 
ers.” 

WEJF, Pittsburgh FM sstation, 
will be used to reach three chains 
consisting of 125 stores. 


s But FM presents problems to 
Storecast operations, according to 
Mr. Joseloff. “If the same pro- 
ducts were sold in all the stores 
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there would be no problem. But 
vith three chains carrying the 
ume commercials, some items are 
sund not to be carried by all the 
ores.” 

To remedy this problem, Store- 
ist has a special series of com- 
inations at the studio which, at 

press of a button, can direct the 
orrect commercials to the dif- 
erent supermarket chains. 

This same pushbutton system, 
tudio controlled, keeps the music 
‘oned down while the announce- 
ments come in at a higher level. 
‘We press another button at the 
studio and jump up the volume of 
the commercials in the stores with- 
out affecting the volume going into 
the FM homes,” Mr. Joseloff ex- 
plained. 


a Another new pushbutton device, 
especially manufactured for Store- 
cast, is a special projector which 
flashes the product on a screen in 
the supermarket while the com- 
mercial is being aired. The projec- 
tor is in the store but the entire 
operation is worked electronically 


from the studio. It may be pro- 
jected as far as 60 miles away. 
Storecast expects to install the 
projector system in -supermarkets 
in Connecticut, southern New Eng- 
land, Pittsburgh and Chicago by 
next fall. ; 


ws The average Storecast advertis- 
ing rate is 85¢ per 1,000 customers 
at point of sale. In addition to 
commercials, advertisers receive a 
complete merchandising and in- 
ventory service conducted by a 
special Storecast staff. The com- 
pany guarantees clients that their 
merchandise is in continuous sup- 
ply at all times. 

If a Storecast advertiser’s shelf 
supply is dwindling, a Storecast 
inspector sees that it’s replenished 
from the supermarket’s stock- 
room. If the stockroom is bare, 
the store manager is informed and 
a new order put through. Store- 
east also gives its clients tie-in 
signs for the shelves which adver- 
tise the brand name and says 
“Recommended by Storecast.” 

Storecast gives its advertisers a 


"aFTANce pLuING 


Whitens white things .. . 


. brightens colored ones! 


DISPLAYS SUPPLIED—This is one of many shelf signs Storecast supplies its advertisers 

in supermarkets. The advertiser's product appears in large print while the tie-in 

with Storecast appears in small letters on the right saying “Everything’s Fine on the 
Storecast Line.” 


monthly inventory report on com- 
parable Storecast and non-Store- 
cast markets. By shipment figures 
Storecast finds what has been 
shipped to the stores it services 
and to non-Storecast stores. This 
operation is headed by George 
Hennessy, former chief of grocery 
merchandising, Batten, Barton, 
Durstine & Osborn, New York, who 
is executive vice-president of 
Storecast. 


a This month, for the first time, 


Storecast is launching a cooper- 
ative publicity campaign with na- 
tional magazines. Each day a Store- 
cast announcement will give ex- 
cerpts from a magazine, giving 
recipes and other household in- 
formation. A different magazine, 
such as Look or the Woman’s 
Home Companion, will be used in 
the tie-in each month. 

Mr. Joseloff explained that being 
associated in a promotion with 
these magazines “gives us prestige, 
and the magazines, in their promo- 


hajiust one Goad Housekegping promotion ald / 


Country’s leading department stores ran special displays! 


no one 


itecrms 
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Cosmetic sales went up, Up, UP! 


“Sales up 45° for the week... 


“We know women believe in GOOD HOUSEKEEPING .. 


Plan certainly was an excellent stimulus.” 
CARSON, PIRIE, SCOTT & CO., Chicago, Ill. 


continued increases the week following.” 
PIZITZ, Birmingham, Ala. 


. the Miracle Beauty 


“No promotion up to this time has been more successful in customer enthu- 


siasm and acceptance. 


SIBLEY, LINDSAY & CURR CO., Rochester, N. Y. 


“Would like to repeat this promotion on an even larger scale.” 
THE BON MARCHE, Seattle, Wash. 


“Certainly increased store traffic and sales.” 
HOCHSCHILD, KOHN & CO., Baltimore, Md. 


“Very worthwhile . . . 


“A wonderful promotion . . 


excellent customer reaction... 


increases in sales. 


FAMOUS-BARR, St. Louis, Mo. 


. an inspiration to the salespeople.” 


W. M. WHITNEY & CO., Albany, N. Y. 


‘Stimulated sales and increased traffic in the cosmetic department.” 
GOLDSMITH'S, Memphis, Tenn. 


“COOD HOUSEKEEPING moves more merchandise.” 


| RE ARE THE RESULTS of a recent nationwide promotion built 
iround the “14-Day Miracle Beauty Plan” published in the 
lan) GOOD HOUSEKEEPING. 


|) vens of the country’s leading department stores participated 


: promotion. 


‘y used posters and window displays 
of local newspaper ads—set up special counters—showed 
broadcast radio spots 


') HOUSEKEEPING’S color movie 


rograms—invited manufacturers’ demonstrators to conduct 
y clinies—all in co-ordination with this 32-page article. 


oughout their cosmetics departments they featured the 


’ products women trust 


JOD HOUSEKEEPING. 


the beauty products guaranteed 


SANGER BROS., Dallas, Texas 


all-time high! 


ran thousands of 
advertised 


in GOOD 


ing advantage at the cash-register level. 


The photographs and quotations on these pages show what 
happened, The force of this one promotion boosted sales to an 


Positive proof Good Housekeeping sells goods 


These results are proof that women trust the products that are 
HOUSEKEEPING and backed by the 
GOOD HOUSEKEEPING Guaranty Seal. 


No other magazine offers its advertisers such a powerful sell- 


For comprehensive brochure showing additional displays and 
giving complete sales results, write to Promotion Department, 


Good Housekeeping, 959 &th Avenue, New York 19, N. Y. 


(OOD HOUSEKEEPING se goods 


The Homemakers’ Bureau of Standards 


+ 959 8th Avenue, New York 19, N. Y. 


tional material, stress to their ad- 
vertisers that they will get double 
impact if they tie in their maga- 
zine ads with Storecast advertis- 
ing.” 

Paul V. Hanson, former adver- 
tising director of Everywoman’s 
Magazine, New York, has been ap- 


pointed director of sales and ad- | 


vertising of Storecast Corp. Mr. 
Hanson was previously an associ- 
ate of the late Paul Block, news- 
paper publisher, managing his 
Boston oifice for several years. 


Agronsky Sponsor 
‘Complains’ About 
Too Much Business 


BAKERSFIELD, CAL.—Even Henry 
Morgan never had the audacity to 
ask the radio audience not to buy 
the sponsor’s product, but Kern 
Materials Co. has been doing just 
that on its newscast on KPMC. 

The building materials firm has 
been using the opening, middle 
and closing commercials on Martin 
Agronsky’s newscast to ask lis- 
teners not to buy its products be- 
cause “the sponsor of this program 
has more work than they are now 
able to take care of.” 

In the announcements Kern also 
points out that it is happy to con- 
tinue sponsorship of the ABC news 
program, which is sold coopera- 
tively. The company has aired Mr. 
Agronsky’s commentary over 
KPMC since July, 1948. 


Lopes Joins Crosley 


J. N. Lopes, formerly director 
of public relations for Lewyt Corp., 
Brooklyn, has been appointed di- 
rector of public relations of the 
Crosley division of Avco Mfg. 
Corp., Cincinnati. Mr. Lopes was 
previously director of public rela- 
tions for National Gypsum Co., 
Buffalo, and a staff executive of 
National Association of Manufac- 
turers. 


WRTV Appoints Devereux 
_WKTV, new NBC television sta- 
tion under construction in Utica, 
N. Y., has named Devereux & Co., 
Utica, to direct its promotion and 
publicity. The station will begin 
a operations in Septem- 
er. 


Bull Appoints Doremus 

A. H. Bull & Co., New York, has 
appointed Doremus & Co., New 
York, to handle advertising of the 
Bull Line, which sails from At- 
lantic Coast ports to Puerto Rico 
and the Dominican Republic. 


Creative artists 
at Philipp are 
trained to think 
in terms of 
merchandising 
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1422 N 4th ST., MILWAUKEE 12, WIS 
PHONE « MARQUETTE 86-2446 
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YORK 


GET YOU TWO 


The Journal- American delivers 


nearly twice the family coverage 


of the second evening paper 


WO to one.” or “one will get you two”. 

No matter how you say it, both mean 
the same thing — a whopping good return 
on your investment. 


That's the rate of readership return you 
get through New York’s largest evening 
newspaper. 


With virtually double the circulation of the 
second evening newspaper, the Journal- 
American delivers twice the prospects, 
twice the selling power for your advertising. 


i ne ae vectra 


a5) AMERICAN Mf BAPER 


<>” 


A HEARST 


YOUR STORY STRIKES HOME IN THE 


NEWSPAPER 
NATIONALLY REPRESENTED 8Y HEARST ADVERTISING SERVICE 


And it’s not just individual readers the 
Journal-American delivers, but reader-fami- 
lies. The Journal-American is a home-going 
newspaper... read in 700,000 homes every 
evening by every member of the family. 


As customers become more selective in 
their purchases advertisers must reach 
more customers with their sales messages. 
Only the home-going Journal-American 
can give you such overwhelming coverage 
of New York's sales-rich evening news- 
paper audience. 
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Schwerin Calls 
90% of Radio 


Plugs Wasteful 


NBC, Miles and Wade 
Agency Make $50,000 
TV Listener Test 


Cuicaco—“More than 90% of 
radio commercials and 50% of 
radio programming is sheer waste,” 
according to researcher Horace 
Schwerin, who spoke before the 
Radio Management Club here last 
week. 

In support of his contention, Mr. 
Schwerin presented documentary 
evidence culled from his 1,000- 
plus program tests, with slides, 
charts, graphs and commentary. 

“For AM commercials to be re- 
membered,” he continued, “we 
have found that they must either 
be liked very much or disliked in- 
tensely, but less than 10% of the 
commercials tested fall into the 
extreme classes.” The “remem- 
brance value” is determined one 
and a half hours after the com- 
mercial is heard. 

He remarked that radio has been 
a powerful enough medium to 
support the tremendous waste until 
the advent of television forced ad- 
vertisers to reconsider the effec- 
tiveness of radio. He predicted that 
elimination of waste advertising 
and programming would keep the 
radio a very live body indeed. 


ws Much of the waste, he said, 
arises from misuse of five basic 
principles: familiarity, approach, 
mood, emphasis and direction. 

“Our studies,” he asserted, “have 
definitely indicated that with com- 
mercials, just as with the enter- 
tainment portions of radio pro- 
grams, listeners can be selected, 
entertained, impressed, convinced 
and sold if the advertiser is willing 
to study his audience and his mes- 
sage.” 

The methods used by Schwerin 
Research Corp. to obtain the 
results cited by Mr. Schwerin last 
week got their baptism of fire in 
the television field when NBC, 
Miles Laboratories and Schwerin 
financed a test of more than 14,500 
studio and home TV viewers, to 
get their reactions to the “Quiz 


Kids” video show. 

Four techniques were used in 
the test, which cost an estimated 
$50,000. A random sample of 9,000 
midwestern TV families received 
a ballot with three columns, “good, 
fair, and poor.” Numbers were 
flashed at intervals during the 
show, and the viewers were asked 
to check a square in one of the 
three columns corresponding to the 
number. 


a Another 4,000 midwestern video 
families received a pictorial ques- 
tion ballot on which successive 
elements of the show were listed 
under photos of Joe Kelley and the 
Quiz Kids. They also were asked 
to vote according to whether they 
liked, disliked, or were indifferent 
to specific portions of the show. 

Third sample of 1,200 pre-se- 
lected viewers, seated in four 300- 
person studio sessions, watched the 
show and voted on various sections 
of a kinescope recording of the 
program, using the number-cueing 
method. 

The fourth sample of 350 were 
New Yorkers, in groups of 75 each, 
watched the kinescope recording 
on a closed circuit TV projection 
set at RCA’s $500,000 Johnny Vic- 
tor Theater, and voted by means of 
the Schwerin “TV Test Trigger.” 

Results of what may well be 
video’s most expensive single-shot 
audience reaction test are expected 
to indicate the most effective tech- 
nique for pre-testing new TV 
shows. 


a Mr. Schwerin hopes to find out 
how effective panel quiz shows 
are; “whether visual gimmicks are 
necessary or desirable,” the super- 
iority or inferiority .of audience 
reaction to the TV “Quiz Kids” as 
compared to the AM _ version; 
which types of questions are most 
popular; which age, sex, income 
and education groups prefer speci- 
fic portions of the program, and he 
also hopes to get a line on the 
manner in which commercials 
ought to be handled. Results will 
be available about the middle of 
June. 


Omaha Admen Elect Farris 


James D. Farris, of Caples Co., 
has been elected president of the 
Omaha Advertising Club. Other 
officers are: Robert Howard, 
Northwestern Bell Telephone Co., 
Ist vice-president; Kenneth Flint, 
2nd vice-president; John J. Henry, 
secretary, and Walter A. Young- 
strom, treasurer. 
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Baxter Joins United 


James F. Baxter, formerly Chi- 
cago manager of Variety, has 
joined United Air Lines as pub- 
licity representative in the exec- 
utive offices in Chicago. He will 
be in charge of magazine pub- 
licity. 


Cann Joins Sawdon Co. 
Martin Cann, formerly copy- 
writer with Denhard, Pfeiffer & 
Wells, New York, has joined Saw- 
don Co., New York, envelope spec- 
ialist, as sales promotion manager, 
succeeding Jean Nelson. 


Appoints Stanley-Guerin 

Stanley-Guerin Co., New York, 
has been named to direct the ad- 
vertising of Son-Chief Electric, 
Inc., Winsted, Conn., electrical 
home appliance concern. Business 
papers will be used. 


Grandma Fisher to Fairfax 


Grandma Fisher Foods, Inc., 
Bantam, Conn., has named H. W. 
Fairfax Advertising Agency, New 
York, to handle its advertising. 
National women’s class magazines 
Will be used. 


Star Brand Shoes 
to Get First Big 
Drive in 50 Years 


St. Louis—An extensive new 
advertising program opened last 
week for Star Brand work shoes, 
the first national advertising of 
much consequence for the brand 
in the half-century they have been 
sold. 

Roberts, Johnson & Rand divi- 
sion of International Shoe Co. here, 
maker of Star Brand, will stress 
the shoes’ all-leather cowhide con- 
struction and a Freemold seamless 
back comfort feature. 

Dealer merchandising includes 
direct mail “featuring shoes of the 
dealer’s selection and quoting 
prices of his choice,” store display, 
window streamers and cut-open 
shoe samples. 

Sixteen farm publications to be 
used include California Farmer, 
Farm Journal, Farm & Ranch, In- 
diana Farmer’s Guide, Iowa Bu- 
reau Farmer, Kansas Farmer, 
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Michigan Farmer, Minnesota Farry. - 
er, Missouri Ruralist, Ohio Far» - 
er, Pennsylvania Farmer, Prair e 
Farmer, Progressive Farncr 
Southern Agriculturist, Washin )- 
ton Farmer and Wisconsin Ag)'- 
culturist & Farmer. 
Krupnick & Associates 
handles the account. 


here 


To Michener & O’Connor 


L. B. Smith, Inc., Camp Hi), 
Pa., manufacturer of fire fightirig 
and construction equipment, has 
appointed Michener & O’Connor, 
Harrisburg, Pa., to handle its ai- 
vertising. 


Baker Agency Names Cook 


Delbert J.- Cook, formerly <ci- 
rector of advertising and public re- 
lations of Kingan & Co., has been 
named an account executive of 
Jim Baker Associates, Milwaukee. 


Harris Names Waters 


L. Harris Co., New York, United 
States distributor for Oris clocks 
and watches, has appointed Nor- 
man D. Waters & Associates, New 
York, to handle its advertising. 


For more impact on more people more often, 


the nation’s leading advertisers use SPOT RADIO. 


For complete information on the nation’s major stations 


representing WTAM, Cleveland *»* WNBC, New York + WGY, Schenecta: y 


in the nation’s major markets, they usually 


call NBC SPOT SALES first. 
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Along the Media Path 


—_—_ 


e california is celebrating its 
second centennial year, commem- 
or ting the gold rush days of 
1849, and the Oakland Tribune 
has marked the occasion with a 
144-page Year Book pointing up 
a century of progress in its area. 
Separate articles cover industrial 
progress, utility plans, new high- 
ways, port activities, etc., and the 
book includes many full-color il- 
justrations. 


e James Thrasher, who has been 
writing daily editorials for the 
past five years for the 800 daily 
newspaper clients of Newspaper 
Enterprise Association, has been 
appointed chief editorial writer 
of Collier’s, New York. 


e Television Station KBTV, Dal- 
las, has begun construction of its 
new building and has ordered a 


; $92,000 mobile Telecruiser as part 


of its equipment. The station, 
which will operate on Channel 8, 
is headed by Tom Potter, Dallas 
oilman. It plans to break an ex- 
tensive trade publication cam- 
paign soon, announcing broadcast 
plans. 


e With a special “ballot page” 
published May 11, the Omaha 
World-Herald launched a cam- 
paign to arouse the voters in pro- 
test against tax-consuming pro- 
posals now before Congress. Pub- 
lisher Henry Doorly sent a proof 
of the page to publishers of 300 
large dailies and a letter urging 
that they, too, get in the fight 
“to halt this squandermania.” 
Readers can use the two bal- 
lots reproduced on the page to 
send to their congressman and to 
either senator, showing whether 


they are for or against such pro- 
posals as the farm and national 
health plans, federal aid to edu- 
cation, arms for the North At- 
lantic Pact, and, as Senator Byrd 
recommends, a straight 10% cut 
in all federal expenditures that 
can be cut. 


e To end customer irritation over 
soggy, wet newspapers, the St. 
Louis Globe-Democrat has come 
up with a= specially designed 
water-resistant “envelope-bag.” 
The elongated bag is wax-coated 
on the inside, providing water 
proofing and making it easy for 


EVERYONES GEOR » 


&1 Tots Poh 


the carrier to slide the rolled 
newspaper inside. James F. Jae, 
circulation manager, says these 
bags, purchased in quantities, cost 
no more than the older method of 
protection with waxed wrappers 
and tie-wire. The “envelope-bag”’ 
is printed with gay red panels 
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29 quarter pages 


113 daytime quarter hours 


Total Weekly Daytime Audience 


Cleveland’s Largest New spaper 


full pages 


Total Circulation (A BC)— 282,229 % 
wm 


f 


(BMB)—987,614 


WTAM —Cleveland’s Leading Station jij 


SPOT SALES 


New York: Chicago: Cleveland - Hollywood « San Francisco - Washington: Denver 


“AQ, Chicago * KOA, Denver * WRC, Washington + KNBC, San Francisco 


proclaiming: “Everyone’s Good 
Morning—St. Louis Globe-Dem- 
ocrat.” 


@ The New York Times has add- 
ed a new out-of-town circulation 
gimmick: If you live in Chicago, 
you may now have the Times 
delivered, by mail, on the morn- 
ing of publication. Copies leave 
New York as bulk airmail shortly 
after midnight, go into Chicago 
local mail as second class mater- 
ial about 3:30 a.m., and catch 
the first morning delivery in the 
loop. Cost of the service is about 
$2.50 a month, weekday papers 
only. Ad copy promoting the 
service will run in the Chicago 
Journal of Commerce, and the 
operation may be extended to De- 
troit if successful. 


e The Chicago Sun-Times is send- 
ing out copies of a new women’s 
readership study by Publication 
Research Service indicating that 
the newspaper’s weekly food sec- 
tion is the best-read section of 
its kind in the country. Interviews 
established that 92% of the women 
Sun-Times readers read the sec- 
tion, and 76% said they save arti- 
cles, recipes and ads from the sec- 
tion. 


e The Washington Post published 
one of the first postwar automobile 
show sections—if not actually the 
first—with its Sunday, May 8, is- 
sue. It wasn’t a Washington sec- 
tion, however, but one for Silver 
Springs, Md., Washington’s largest 
suburb, which directly adjoins the 
District of Columbia boundary 
line. Post executives believe the 
16-page section carried more ad- 
vertising than any auto show sec- 
tion ever published in Washington 
newspaper history. 


Appoints Teichmeier 


A. W. Teichmeier, special assist- 
ant to S. W. Antoville, vice-presi- 
dent and director of sales of United 
States Plywood Corp., New York, 
has been named sales manager of 
the Chicago branch. Walter F. Gips 
Jr., on the Chicago sales staff, has 
been appointed to succeed Mr. 
Teichmeier. 


Three to DuFine-Kaufman 


The following companies have 
appointed DuFine-Kaufman, New 
York, to handle their advertising: 
A. Blumstein, New York, manu- 
facturing jeweler; Joseph Shulster, 
New York, men’s clothier, and 
Silverite Co., Brooklyn, maker of 
musical novelties. 


CBS Forms Separate 
TV Spot Sales Staff 


New YorK—Columbia Broad- 
casting System has announced the 
formation of a separate television 
sales staff for the eastern office 
of Radio Sales, the network’s radio 
and television station representa- 
tive. 

At the same time, Radio Sales 
took over the exclusive nationwide 
representation of WCBS-TV, Co- 
lumbia’s New York video outlet. 
This means that the network-op- 
erated representative will service 
all national spot and local business 
placed on WCBS-TV by New York 
agencies and advertisers. 

“Besides simplifying the spot ad- 
vertiser’s problem in_ general,” 
said Carl Buckland, general sales 
manager of Radio Sales, “this con- 
solidation brings Radio Sales a 
responsibility in the development 
of television as a medium for re- 
tail advertising.” 


# Radio Sales’ television staff em- 
ploys five salesmen—inciuding two 
recent additions, Maxwell Z. Stein, 
former advertising director of the 
New York Star, and Sam Cook 
Digges, previously with WMAL and 
WMAL-TV, Washington. Mr. Stein 
will specialize in retail accounts 
and Mr. Digges in national spot 
business. 

Radio Sales represents three 
other television stations besides 
WCBS-TV. They are WCAU-TV, 
Philadelphia; KTTV, Los Angeles, 
and KSL-TV, Salt Lake City. The 
latter is not on the air yet. 


San Francisco Admen Elect 


Thor Smith, assistant to the 
publisher of the San Francisco 
Call-Bulletin, has been élected 
president of the San Francisco 
Advertising Club. Other officers 
are: Everett M. Runyon, sales 
manager of the California Packing 
Corp., vice-president; Ruth Calla- 
han, of Fielder, Sorensen & Davis 
Transit Advertising, secretary, and 
Harry F. Borden, Pacific Neo Gra- 
vure Co., treasurer. 


Gets Hotel Account 


Gottschaldt, Morris & Slack, Mi- 
ami, Fla., has been retained to han- 
dle the advertising of the Hotel 
Patricia, Miami. 


Names Beaumont & Hohman 


Beaumont & Hohman, San Fran- 
cisco, has been appointed to direct 
the advertising for the Oakland 
branch of Tru-Ade Bottling Co. 


- AAP EP . 
ast 5 saa 


it nee aap 


RE IR Re: 


5 es 


DIMENSIONAL 
DISPLAYS 


ONE CALL FOR ALL 


-@ BASIC IDEAS @ ARTWORK © CARDBOARD 
“@ CONSTRUCTION © METAL ® PLASTIC ® WOOD. 
; GLASS @ LAMINATION @ PRINTING _ 


RIVER RAISIN PAPER COMPANY 


DISPLAY DIVISION 


RIVER RAISIN 


MONROE, MICHIGAN 


DISPLAYS 
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Fashion and Food 
Accounts Support 


Women Broadcasters 


New York—Clothing stores and 
specialty shops are the women 
broadcasters’ mainstay, with food 
manufacturers and stores a close 
second. 

A survey of this phase of broad- 
casting made during March and 
April by Radio Release Associates 
showed 219 women’s programs with 
fashion accounts, 186 with food 
sponsors and 119 with house equip- 
ment clients. 

To get the information, the com- 
pany, operated by Nell Daugherty, 
WSTC, Stamford, Conn., and Mrs. 
George Fielding Eliot, circular- 
ized 1,130 commentators on wo- 
men’s programs. Twenty-five of 
the list were men. 


ge Three-fourths of the more than 
400 commentators who replied are 
sponsored. The remaining inter- 
viewees conduct sustaining shows 
or programs on educational sta- 
tions. The 305 sponsored com- 
mentators were backed by 1,294 
advertisers. The number of spon- 
sors per program ranged from one 
for some 50,000-watt stations to 
35 to 50 on 250-watt outlets. 

The household equipment cate- 
gory, followed closely by depart- 
ment stores and furniture stores, 
included everything from gas 
ranges to cleansing powder mak- 
ers. 

Among the unusual accounts 
listed: Jungle Gardens in Florida, 
bow ties, and an undertaking es- 
tablishment. 

Most of the women broadcasters 
build an 
around their specialty—be it fash- 
ions, food or household furnish- 
ings—and devote most of their pro- 
grams to a discussion of topics al- 
lied to it. 


Gets Beer Account 


Malcolm-Howard Advertising, | 


Chicago, has been appointed to 
handle the advertising of Ambrosia 
Brewing Co., Chicago, brewer of 
Nectar premium beer. Promotion 
will include the Bob Elson Spor. 
Show over WJJD six times weekly; 
the Girls’ Big League softball 
games over WENR-TV, outdoor 
painted walls, direct mail, and | 
newspapers. 


New Adclub Elects Williams 


Robert E. Williams, promotion 
director of Sears, Roebuck & Co.’s 
mail order plant 
N. C., has been elected president 
of the newly formed Greensboro 
Advertising Club. Other officers 
are: Herbert De Dumaresgq, vice- 
president; Leslie Ricketts, secre- 
tary, and Willa Lawrence, treas- 
urer. 


Appoints Palmer 

C. J. Palmer has been appointed 
sales promotion manager of Gen- 
eral Tire & Rubber Co. of Canada, 
Toronto. He has been with the 
company since 1945. 


= Buying MARKETS 
FOR Your visti PRODUCTS 


* Complete coverage ofa 
big Diesel industry where pur- 
chases are now being made 
for more heavy equipment. 


Edited ond Published by REX W. WADMAN 
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in Greensboro, | 


advertising following | 


Mullen Joins Morris 


William P. Mullen has joined 
the radio and television depart- 
ment of William Morris Agency, 
New York. He formerly was an 
account executive in the CBS tele- 
vision sales department. 


Rose & Quinby Agency Formed 

E. Albert Rose and Orrin de- 
H. Quinby have formed their own 
advertising agency, Rose & Quinby, 
with offices at 121 N. Broad St., 
Philadelphia. 


Clothiers Approve 
of Manufacturers’ 
Advertising Aids 


WASHINGTON—The National As- 
sociation of Retail Clothiers and 
Furnishers reports that most re- 
tailers use the advertising help 
provided by manufacturers, and 
that they are generally satisfied 
with what they are getting. 

Of 71 “typical” merchants in all 


parts of the country sampled by 
the association, 65 used advertising 
mats. Store displays were used by 
59, stuffers by 58, and window 
streamers and radio continuity by 
30. 

Most stores (45) reported that 
they receive “fair and medium” 
amounts of dealer ad help from 
manufacturers. “Too little” say 11, 
and “too much” say 14. 

Of 60 voicing an opinion, 38 said 
they felt the service supplied by 
manufacturers was meeting their 
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needs. 
mats were 


they involved “too much copy 


not enough art work.” 


Four Name Barold & Israel 


Several commented t!) at 
“too large,” or t) at 


@ 1d 


ch 
Barold & Israel, Philadelp iia BR ve 
agency, has been named to han |le Bc 
the advertising of Little Charn er @.. 
Dress Co.; King Mfg. Co., maru- 
facturer of juvenile sporti i¢ 
equipment; Aldine Lamp Co. eq §B*” 
Hampshire Silver Co.,_ sterlng 
manufacturer, all located in Pt \|. —BS%4 
adelphia. Fe 


Who’s Who in the Business of Automotive Exporting 


Here are the 420 companies and their Export Managers advertising during the first half of 1949 in THE 
AMERICAN AUTOMOBILE (Overseas Edition] and EL AUTOMOVIL AMERICANC . . . The products of these 
companies are known and sold throughout the world . . . Their advertising in THE AMERICAN AUTOMOBILE 
(Overseas Edition) and EL AUTOMOVIL AMERICANO gives them the greatest, most economical and most 
penetrating, paid-circulation coverage of the automotive trade—wholesale and retail—and the transport 


s 4 A. C. SPARK PLUG CO. 


General Motors Overseas Operations 


A. P. PARTS CORP. 
Borg-Warner Intl. Corp. 
ACCURATE PARTS MFG. CO. 


Export Dept.—38 Pearl St., N.Y. 


ACME AIR ~~ Cco., INC. 
Ransome E. Crosby 
ACME SPRING PRODUCTS co. 
U. S. Export Soles 
AETNA AUTO PARTS CO. 
Myron ®. Groff 
AHLBERG BEARING CO. 
F. S. Barkdoll 
AIRTEMP 
Chrysler Export Corp. 
AJAX AUTO PARTS CO. 
Export Dept.— 
431 S. Dearborn St., 
cee te & CO., INC. 
F. McCormack 
aemite STEWART.WARNER 
James E. Burke 


ALLEN ELECTRIC & EQUIP. CO. 


Chicago 


General Motors Overseas Operations 


ALLIED MOTOR PARTS CO. 
Guitermon & Co 

ALLMENDINGER, INC. E. D. 
£. D. Alimendinger 


ALMETAL UNIVERSAL JOINT CO. 
Dept.—38 Pearl St., N. Y. 


Export 
ALUMINUM INDUSTRIES, INC. 
Ray Pardo 
— INC. 
Export Soles Corp. 
amenican =— SHOE CO. 


Amenican "BOSCH corp. 
£. A. Bleeck 


AMERICAN CHAIN & CABLE CO. 
w boc 


5 Ou 
AMERICAN GREASE STICK CO 


Export Dept.—38 Pearl St., N. Y. 
eee yi LACQUER SOLVENTS CO. 
s 


how 


auanicase MARSH PUMPS 


Wm. Storey 
AMER. STANDARD RUBBER PRODS. CO. 


A. lvque 
AMERICAN STEEL EXPORT CO., 
Joseph Zinck 
AMMCO TOOLS, INC. 
Wolter M. McKim 
ANDERSON CO., THE 
W. J. Platka 
ANDREWS CO., D. C. 
Geo. W. Bonkell 
ANDREWS MFG. CO 
Lionel-Essex Intl. Corp. 
APEX TIRE & RUBBER CO. 
Irving Joy Fain 
ARCO — THE 
Titus Radu 
ARMSTHONG. BRAY & CO. 


W. Schlesinger 
ARO ‘tquipment corp. 
£. 


A. Karl 
ARROW ARMATURES CO. 
John Prior, inc 
a BRAKE LINING CO 
W. Giveons 
ASBESTOS MFG. CO 
Borg-Warner Intl. Corp 


H. Roeder 
Anmst#ONG RUBBER EXPORT Div. 


—_ TOOL 
Eric Schubort 
ATLAS ASBESTOS co. 
m. Wuorster 
ane . — INC. 


af orge 
attas ress co. 
Mario Torres 
AUTOCAR CO. 
Ballagh & Thrall 
AUTO. = EXPORT COMPANY 
Thompson 
AUTOMOTIVE GEAR CO. 
Sporton Overseas, Inc. 
AUTOMOTIVE MFG. E. 
lawrence & Ero 
AUTOMOTIVE REPLACEMENTS, INC. 
Sperton Overseas, inc. 
AUTOMOTIVE SPECIALTY CORP. 
(Miss) S$. Rosenblum 
AUTOMOTIVE THRUST BEARINGS 
General Motors Overseas Operations 
a corp. 
g-Worner intl. Corp. 
auto SPECIALTIES MFG. CO. 
W. J. Plotke 
AUTO VENTSHADE CO. 
Sparton Overseas, Inc. 


BAILLET, P. F. 

P. F. Baillet 
BALCRANK, INC. 

General Motors Overseas Operations 
a INC. 

W. Lenz & Son 

eauowin. DUCKWORTH 

Export Dept. 

38 Pearl St., New York 
BARCALO MFG. co. 

E. W. Lenz & Son 
BARRETT EQUIPMENT CO. 

F. A. Bohnhorst 
H. L. BAUMGARONER CORP. 

Gibney International 
BEAN MFG. CO., JOHN 

General Motors Overseas Operations 
BEAR MFG. CO. 

Export Dept. — 

43! South Dearborn St., 
BELDEN MFG. CO 

J. V. Van Buskirk 
BELL CO. INC., THE 

Export Agencies, Inc. 
BENDIX INTERNATIONAL 
DIV. OF BENDIX AVIATION CORP. 


Chicago 


C. T. Zeorol 
= TRUCK & PARTS CO. 
ymon Berg 
BisHmAN MFG. CO. 
John Prior, inc 
“<< © DECKER MFG. CO. 
Socra 
SLACKHAWE a co 
t. €. Ber 
BLUE crown SPARK _ co. 
g-Warner Intl. Cor, 
sonnet FORGE & TOOL WORKS 
Export Dept. — 
38 Pearl Street, New York 
= i. BECK Div. 
Worner Intl. Corp 
sore. WARNER INTERNATIONAL corp. 


J. W. Oe Lind, 
BOWERS BATTERY Pi SPARK PLUG CO. 
Allen J. Norton 


Age, and Printers’ Ink. 


— INTERNATIONAL, INC. 
Ra . Courtright 
BRADFORD PETROLEUM CO. 
Export Dept. 
786 Drexel Bidg.. Philadelphia 
BRANDT.WARNER MFG. CO. 
General Motors Overseas Operations 
BROWNIE MFG. CO 
Lt. H. Brown 
BRUNMAR COMMERCIAL CORP. 
Poul Brunschwig 
BRUNNER MFG. CO. 
P. A. Karl 
BUFFALO PRESSED STEEL CO. 
Sporton Overseas, inc. 
BURD PISTON RING CO. . 
Borg-Warner intl. Corp. 
BURTON-ROGERS CO. 
F. K. Potterson 
BUSSMAN FUSES 
Export D. 


ept. — 
38 Pear! St., New York 


c 


CANFIELD Oft CO. 

Julio Rodriguez 
CARLTON LAMP CORP. 

Export Dept. — 

38 Pearl St., New York 
-, CHEMICAL co. 


M. Grue 
caaten CARBURETOR corp. 
Roger Dulong 
CASCO PRODUCTS corp. 
Export Dept. — 
4614 Prospect Ave., Cleveland 
CENTURY AUTOMOTIVE PARTS 
U. S. Export Sales 
CEDAR RAPIDS ENGINEERING CO. 
G. lL. Erwin 
CHAMPION PNEUMATIC MACHY. 
Wolter M. McKim 
CHAMPION SPARK PLUG CO. 
Robert A. lydy 
CHECKER CAB CO. 


R. West 
CHEFFORD MASTER MFG. CO., INC. 
S. M. Fields 
=r RIVET & MACH. CO. 
R. Dormitzer 
CHOLDUN MFG. CO 
Wolter M. McKim 
CHRYSLER EXPORT (DODGE, 
PLYMOUTH, DE SOTO, CHRYSLER, 
MO PAR PARTS) 
C. 8. Thomas 
aaa” te ° Laney INC, 


coves “Goan WORKS 
H.C. Stebbins, Jr. 
COATS LOADERS & STACKERS, INC. 
Henry ®. Jahn & Son, Inc. 
COCHIN CO., J. D 
Frazor & Hansen 
COLUMBIA PETROLEUM PROD. CO. 


Export Dept. — 

11? South Sth St., Philadelphia 
CONTINENTAL DIAMOND FIBRE CO. 

Export Dept. — 


38 Pearl St., New York 
COSMOS SHIPPING CO., INC. 
Jack Fink 
CRESCENT CO. INC., THE 
Guiterman Co., Inc. 
CUMMINS py todd co. 
Geo. W. Glen 
emery | PORTABLE TOOLS 


Correa & Son 
curvis PNEUMATIC MCHY. CO. 
Hecker 


D 
DEFIANCE MFG. CO., INC. 
Robert |. Waldeck 
ear y 2 ane PLUG CORP. 
C. Parsons 
peico paopucts Div., 
General Motors Overseas Operations 


DELCO-REMY Div. 
General Motors Overseas Operations 


DELUXE PROD. CORP., 

Export Dept. — 

431 So. Dearborn St., Chicago 
DENMAN TIRE & RUBBER CO. 


D. D. Dayton 
DETROIT AUTOMOTIVE SPRING CO. 

— nae. 

8 So. Michigan Ave., Chicago 

DETROIT ‘atte SHAF) 

Sparton Overseas, Inc. 
DETROIT GEAR 

General Motors Overseas Operations 
DE VILBISS CO. 

J. M. Ehni 
DIAMOND T MOTOR CAR CO. 

Export Dept. — 

431 So. Dearborn St., Chicago 
DIETERICH PRODUCTS CORP. 

Export Dept. 

431 So. Goerbern St., 
DILL MFG. CO 

8.5 
DILLIN, 


Chicago 


. Byall 
INC., FRANK W. 
Frank W. Dillin 
sites COLOR Div. 
&. Kenword 
DOAN INTL. 
Al. E. Herschman 
DOBBINS MFG. CO. 
Export Dept. — 
4614 Prospect Ave., Cleveland 
A. L. DOERING 
Joseph Amelar 
DO-RAY LAMP CO., INC. 
S. M. Dover 
DORMAN PRODUCTS, INC. 
American Steel Export Co. 
DOUBLE SEAL RING CO. 
8. Huff, Jr. 
DOYLE VACUUM CLEANER CO. 
Ralph W. Havenstein 
DU PONT DE NEMOURS & CO. INC., 
g. 4 


Ralph Plowman 
DURASEAL PROD. INC. 
Arthur Wolf 
DUREX ABRASIVES CORP. 
New Rochelle, N.Y. 
— — co 
M. Lis 
puro METAL PRODUCTS co. 
Joseph R. Fagan 


E. A. LABORATORIES, INC. 
. Peloez 
— MFG. CO. 
. A. Jacob 
EDELMANN &CcO., E. 
(Miss) M.A. Pucher 
EDISON, INC., THOMAS A. 
J. Hakanson 
EGAN MFG. CO., H. B. 
S. C. Prado & Co. 
EIS AUTOMOTIVE CORP. 


C. Kress 
ELECTRIC AUTO-LITE CO., THE 


C. Thompson 
ELECTRIC HEAT CONTROL CO., THE 
Export Dept. — 
4614 Prospect Ave., Cleveland 
—s STORAGE BATTERY CO. 
E. Murrell 
EMESCO MFG. CO. 
lawrence & Erausquin 
EMPIRE PRODUCTS CO. 
Sporton Overseas, Inc. 
ERIE METER SYSTEMS, INC. 
Export Dept. — 
4614 Prospect Ave., Cleveland 
ERO MFG. CO. 
Otte Schever 
— PRODUCTS CO. 
R. Schwanke Co. 
excet AUTO RADIATOR CO. 
&. &. Lyman 


ate ty BEARING CO. 
a Rodriguez 


FEDERAL-MOGUL SERVICE 
Fred E. Halloran 


This advertisement is the first in a series to appear in The American Automobile 
(Overseas Edition), El Avtomévil Americano, Export Trade & Shipper, Advertising % 


field in 101 countries ond territories of Europe, Asia, Africa, Oceania and the Western Hemisphere. 


i moTOR UGE co. 
t. Hudso 
FELT ‘raobucts MFG. co. 


jiormitzer 
FIRESTONE INTERAMERICA co.’ 
Samuel Broers 
FITZGERALD MFG. CO. 
General Motors Overseas Operations 
FORD MOTOR CO. INTL. Div. 
Graeme K. Howard 
FOREMAN, INC. 
Export Dept. — 
38 Pearl St., New York 
FORT PITT COMMERCE CORP. 


Geo. F. m 

FOUR WHEEL DRIVE AUTO CO. 
J. D. MacDonald 

es * o*. ‘ 


age! 
FRAZAR % HANSEN tTo 
. C. Honsen 
—, PRODUCTS, INC. 
D. Houston 
rauenaut TRAILER CO. 
L. Voniman 


FULTON co., THE 
ot, Fulton 


GABRIEL CO. 


. A. Maher 
GENERAL AUTOMOTIVE SPECIALTY CO. 
Export Dept. — 
38 Pearl St., New York 
GENERAL FLUID MCHY. CO., INC. 
Export Dept. — 
38 Pearl St., New 
GENERAL MOTORS OVERSEAS 
OPERATIONS 
H. M. Halsted, jr. 
GENERAL TIRE & RUBBER EX°ORT CO. 


J. A. Andreoli 

GIBNEY INTERNATIONAL CO. 
James lL. Gibney, Jr. 

GILBERT & BARKER MFG. CO. 
P. D. Dingwell 

GLOBE HOIST CO. 


Argus leidy 
GLOBE-UNION, INC. 


A. A. Allman 
GOODYEAR TIRE & RUBBER EXPORT CO 
A. G. Cameron 
ae co., INC. 
A. ‘Bohnhorst 
Grizz —_ co. 
W. Lenz & Son 
GROVER ‘eegoucrs: co. 
Frozar & Hanse 
GUARANTEED PARTS co., INC. 
F. Marti & Co. 
Dodge & Seymour 
G. J. Kluyskens 
GUIBERT STEEL CO. 
Inland Export 
GUIDE LAMP Div. 
General Motors Overseas Operation: 


mane PRODUCTS CO. 
J. Platke 


. HARRISON RADIATOR DIV. 


General Motors Overseos Operations 
KASTINGS MFG. CO. 
O. Brandes 


H. A. Stoller 
HEIN-WERNER CORP. 
John Prior, inc. 
HERBRAND Div. 
John H. hg a & Co., Inc. 
and ® Rodriguez, ine. 
HERNANDEZ, “INC., ROBERTO 
A. Harbeck 
HOBBS CORP., 
Thomas Corinth 
HOLLINGSHEAD CORP., R. M. 


JOHN W. 


W. H. Lukens 
HOMESTEAD VALVE MFG. CO. 
Export Dept. — 


4614 Prospect Ave., Cleveland 


A, 
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sertising Age, May 23, 1949 


Y. Life Insurance 
omotes Thiemann 


ew YorK—A. H. Thiemann, in 
‘ge of public relations and ad- 
ising for New York Life In- 
nce Co., has been appointed 
stant vice-president of the 
pany. He had previously been 


assistant secretary. 


he company is launching a 
)},000 campaign this month in 


tune, Life, Newsweek, Success- 


ful Farming, The Saturday Eve- 
ning Post and Time. It is N. Y. 
Life’s first use of magazines in 
eight years. Compton Advertising 
is the agency. 


Presser Names Directors 


James W. Bampton, president 
of Theodore Presser Co., Phila- 
delphia, and Charles R. Kimbell, 
an executive of Curtis Publishing 
Co., Philadelphia, have been ap- 
pointed to the board of directors of 
the Presser Co. 


Sam Krause Joins Flint 


Sam Krause, formerly with the 
Brooklyn Ecgle and the old New 
York World, has joined Flint Ad- 
vertising Associates, New York, as 
head of the agency’s resort divi- 
sion. 


WGRKV Names Meeker 


Robert Meeker Associates, New 
York, has been appointed to repre- 
sent WGKV, Charleston, W. Va. 
Jahn S. Phillips is general mana- 
ger of the NBC affiliate. 


Dad's Names Weeman 


G. C. Weeman has bven ap- 
pointed Chicago city sales manager 
of the fountain flavor division of 
Dad’s Root Beer Co., Chicago, 
maker of Dad’s Old Fashioned root 
beer. 


To Tippett, Jackson & Nolan 

Badger Mfg. Co., Cambridge, 
Mass., and Felt Crafters, Plaistow, 
N. H., have placed their advertising 
with Tippett, Jackson & Nolan, 
Boston. 


HOUDAILLE-HERSEY CORP. 
HOUDE ENGINEERING Div. 
Walter M. McKim 
HYATT BEARINGS DiV., 
General Motors Overseas Operations 
HYGRADE PRODUCTS Div. 
Justin J. Smith 


IMPERIAL BRASS MFG. CO. 
Cc. O. Engels 
INDEPENDENT PNEUMATIC TOOL CO. 
E.R. Wyler 
INDESTRO MFG. CO. 
Joseph ®. Fagan 
INDUSTRIA AMERICANA & CO. 
Don A. Duckwoll 
INLAND EXPORT CO. 
A. Teshen 
INLAND RUBBER — 
Charles A. Roun 
INTERNATIONAL GENERAL ELECTRIC 
co., INC. 
H. Deming, Lomp Sales, New York 
R. W. Finch, Apporatus Div., 


Schenectady 
INTERNATIONAL B. F. GOODRICH CO. 
WwW. C. Gulick 
+ - cine HARVESTER EXPORT 
E—. M. Ryon 
INTERNATIONAL PARTS CORP. 


. mM, iz 
INTERNATIONAL SPARK PLUG CO. 
S. Dershwin 
— INC. 
. F, Alexander 


i 
JAMBOR TOOL & eaataed co. 


Miss) C. Zoun 
ar MANVILLE INTERNATIONAL 
vote 


Sie 
JOHNSON. Bronze co. 
fF. X. Brice 


K-17 BRAKE FLUID 
S. C. Prado & Co. 
KAISER-FRAZER EXPORT CORP. 
Hickmon Price, Jr. 
KALAMAZOO COACHES 
Sparton Overseas, in 
KELLY-SPRINGFIELD TIRE CO. 
Arthur A. Verner 
KELSEY-HAYES WHEEL CO. 
General Motors Overseas Operations 
KEM MFG. CO., INC. 
A. G. Acha 
KENT MOORE 
General Motors Overseas Operations 
KERN & COLLINS, INC. 
Milton Kern 
KEYSTONE AUTO RADIATOR MFG. CO. 
Export D: 


38 Pear 
KEYSTONE COMPRESSOR co. 
Export Dept. — 
753 Drexel Bidg., Philadelphia 
KING QUALITY PRODUCTS CO. 
Export Dept. — 
38 Pearl St., New York 
KOPPERS CO., INC., PISTON 
RING DiV. 
P. F. Boillet 


L 
LAHER BATTERY PROD. CORP. 


P. Prevost 
LAHER SPRING & TIRE CORP. 
F. P. Prevost 
LAMSON & SESSIONS 
John H. Graham & Co. 
Lasco BRAKE PRODUCTS Corp. 
P. Prevost 
vectaotire core. 

Lawrence & Erausquin 
LEmMPCO INTERNATIONAL, INC 
(Miss) Dorothy Kimmel 
LIGGETT SPRING & AXLE CO. 
(Miss) E. 1. Graham 
LINCOLN ENGINEERING CO. 

Chas. J. Lippert 


LINK BELT CO. 


W. G. Bolly 
LIONEL-ESSEX INTL. CORP. 
S. E. Kalvert 
LONG MFG. CO. 
Borg-Warner Intl. Corp. 


LYNCH CORP., PAR COMPRESSOR Div. 
American Steel Export Co. 

LYONS STORAGE BATTERY CO. 
S. Dershwin 


MACHINED PARTS CORP., THE 

Sparton Overseas, ly 
MACK INTERNATIONAL MOTOR 
TRUCK CORP. 


H. E. Seanor 
MANHATTAN RUBBER (HYCOE) 

General Motors Overseas Operations 
MANSFIELD TIRE & RUBBER CO. 

Export Dept. — 

431 S$. Dearborn St., Chicago 
MAREMONT AUTOMOTIVE 
PRODUCTS, INC 

Robert E. Oscar 
MARMON-HERRINGTON CO., INC. 

Clifton E. Ellis 
MARQUETTE MFG. CO., INC. 

Earl S. Osburn 
MARVEL-SCHEBLER CARBURETOR DIV. 

Borg-Warner Inti. Corp. 
McCORD Seaman 

4. C. Nevermonn 
McQUAY-NORRIS MFG. CO. 

Export Dept. — 

38 Pearl Street, New York 
MECHANICS UNIVERSAL JOINT DIV. 

Borg-Warner inti. Corp. 
MIDWEST —* co. 

A. P. 

MILEY CO, INC, t. J. 

Export Dept. — 

So. Mich. Ave., Chicago 
MONMOUTH PRODUCTS CO. 

Export Dept. — 

4614 Prospect Ave., Cleveland 
MONROE AUTO EQUIPMENT CO. 

lawrence & Erausquin 
MOOG INDUSTRIES, INC. 

Le Riche Intl., inc. 
MORAINE PRODUCTS DIV. 

General Motors Overseas Operations 
MORSE CHAIN CO. 

Borg-Warner intl. Corp. 
MULTIBESTOS Div. 

George M. Righter 


NASH EXPORT Div. 
. 1, Carlson 
NASON & CO., R. N. 
Borg- Warner intl. Corp. 
NATIONAL BRAKE BLOCK CO. 
John Prior, inc. 
NATIONAL MOTOR BEARING 
Export Dept.—38 Pear! St., N.Y. 
NATIONAL PUMPS, INC. 
Export Dept. — 
8 So. Michigan Ave., Chicago 


NEW DEPARTURE Div. 

General Motors : Operations 
ar & co., Cc. 

» a. Kirchechiogor 

NORIAY co. 

Sparton Overseas, Inc. 
NORLIPP CO. 

Wm. N. Promen 
NORWALK TIRE & RUBBER CO 

Joseph Amelar, (Tires) 

John Prior, Inc., (Balance) 


o 
OHIO PISTON COMPANY, THE 


Dan P. Show 
OILITE BEARINGS 
Chrysler Export Corp. 
ones SONS, INC., D. W. 
E. Linquist 
Owaroneita TOOL CO. 
Borg-Warner inti. Corp. 


Pe 


P&O MFG. CO. 
Borg-Warner Intl. Corp. 
PACKARD ELECTRIC Div. 
General Motors Overseas Operations 
PARAMOUNT SALES CO. 
8. Alpert 
PARTS MFG. CO. 
Don F. Jay 
PENETONE CO. 
John Prior, Inc 
PENNSYLVANIA RUBBER co. 
J. A. Andreoli 


The Americ 
ot utome 


hile 


Wee) a. 
Specialized Export Paid Circulation Magarines 


saat ~ 1 CIRCLE CORP. 
Platka 
penrection GEAR CO. 
Corneliussen & Stakgold 
eee ay STEEL BODY CO. 
H. omer 
PERMATEX co. INC. 
A. Benoit 
PHILLIPS SERVICE STATION 
EQUIPMENT 
American Steel Export Co. 
PITTSBURGH PLATE GLASS CO. 
. E. Kenword 
PLANET METAL PRODUCTS CO. 
Export Agencies Corp. 
PLIFLEX CO. 


. J. Plotka 

PORTE MFG. CO., INC., THE 

Sharon wey Corp. 
PORTER, INC., 

General he Overseas Operations 
POWELL MFG. CO. 

Frazor & Hansen lid. 
PRADO & CO., INC., S.C. 


R. Riera 
PRECISION —— co. 
M. Gru 
PRest. o- _ BATTERY co., INC. 
. C. Thomp 
PRICE ‘sairveny core. 


. Dershwin 
PRIOR, INC., JOHN 
John Prior 


PUROLATOR CO. 
American Steel Export Co. 


RADBILL O'L CO. 
Export Dept. 
Drexel Bidg., Philodelphia 
RAMSEY CORP. 
Horry E. Liss 
RAYBESTOS , 
George Right, 
REGAL MOTOR PRODUCTS, INC. 
Spearton Overseas, inc. 
REGENT EQUIPMENT MFG. CO. 
Associated Exporters Co., Inc. 
REMCO PRODUCTS CO. 
Joha Prior, Inc. 
— "7 — une. 
je F. Corr 
RENUZIT. HOME PRODUCTS co. 
Export Dept. — 
751 Drexel Bidg., 
REO MOTORS, INC. 
John P. Clark 
REPUBLIC GEAR CO. 
S. Harris 
RESISTOFLEX CORP. 
Export Dept. — 
38 Pearl Street, New York 
REX as BRAKE LINING CO. 
W. Giveons 
RICHMAN CHEMICAL PROD. CO. 
Ronald |. Richman 
RICHMOND RUBBER CO., INC. 
OF CALIF. 


Philadelphia 


fF. P. Prevost 
ROBURN AGENCIES, INC. 
Mike Berns 
ROCKFORD CLUTCH DIVISION 
Borg-Warner Intl. Corp. 
ROTARY LIFT CO. 
J. L. Hockmen 
WM. & HARVEY ROWLAND 
Export Dept.—38 Pearl St., N.Y. 
ROYAL WINDSOR PETROLEUM CO. 
Export Dept. — 
430 Chestnut St., 
RUSSELL MFG. CO., TH 
4. C. Butterworth 


4 MFG. CO. 
&. Wickersham 
scnmave S SON, A. 
‘aul P. Truncoli 
scorn. ATWATER 
merican Steel poo Co. 
SEALED POWER CORP 
Export Dept. — 
431 S$. Dearborn St., Chicago 
SEALZ-IT PISTON RING CO. 
John Prior, Inc. 
SEARS, ROEBUCK & ~' 
Sears Internationa 
" SEIBERLING RUBBER EXPORT co. 
Harris Waite 
—T eS. co. 
s. port Sales 
senvBestos “SRAKELINING 
c lo &8C 
service SPRING co. 
Borg-Warner intl. Corp. 


Philadelphia 
E 


SERVICE STATION EQUIPMENT CO. 

J. L. Hockman 
SHATTERPROOF GLASS CORP. 

K. M. Rittger 
SHURHIT PRODUCTS, INC. 

Guitermon Co., Inc. 
rs yo THE 

F. Alexander 
sinctals REFINING CO. 
Geory 
sKitsaw, INC. 
. A. Mihelich 

suumn, GROVER C. 

Frozor & Honsen 
SNAP-ON-TOOLS CORP 

OD. C. Beavliew 
SOMMER & MACA GLASS MCHY. CO. 

H. W. Rothburn 
SONNEBERG COMPANY 

Sigtried Sonneberg 
SONNEBORN SONS, INC., L. 

M. Guerrero 

SORENSEN ag co., P. 

John Pri Inc. 
SPARKS. WITHINGTON co. 

Sporton Overseas, Inc. 
SPARTON. ‘OVERSEAS. Inc. 

H. L. McClumpha 
SPARTON RETRIEVER 

Sparton Overseas, Inc. 
SPARTON TELEOPTIC 

Sporton Overseas, Inc. 
SPEAKER CORP., J. W. 


John Prior, inc. 
SPEEDWAY PRODUCTS CORP. 


C. O. Brandes 
SPRINGFIELD ELECTRICAL SPECIALTIES 
P. F. Boillet 
ST. PAUL HYDRAULIC HOIST DIV. 
Export Dept. — 
43! So. Dearborn St., Chicago 
STANDARD MOTOR PRODUCTS, INC. 
(Miss) D. Lewes 
STANT MFG. CO. 
Export Dept. — 
38 Pearl St., New York 
STAR MACHINE & TOOL CO. 
Export Dept. — 
38 Pearl St., New York 
~* nanaee ALUMINUM PRODUCTS, 
NC. 
Borg-Warner. intl. Corp. 
STERLING INTERNATIONAL CORP. 
Henry A: Algava 
STEVENS WALDEN, INC. 
John Prior, inc. 
STORM-VULCAN MFG. CO. 
ty Dept. — 
38 Pearl St., New York 
STUDEBAKER EXPORT CORP. 
. A. Hutchinson 
sunnden PRODUCTS CO. 
Chas. J. Lippert and 
Wm. C. Martinez 
SUPCO PRODUCTS CORP. 
Export Dept. — 
38 Pearl St., New York 
SUPER MOLD CO. 
Frozor & Han: 
eat 4 3 COACH CORP. 
0. Blauvelt 
suretio€ —— RING CO. 
# Agencies Corp. 
SUPREME. EQUIP. CORP. 


Export Dept. — 
38 Pearl St., New York 
T 
TEXAS >. 


° Sm 
THERMADOR SLECTRICAL MFG. CO. 
Robt. L. Waldeck 
THERMOID COMPANY 
Robert (Bob) Wilson 
THOMPSON PRODUCTS, INC. 
E. L. Caswell 
ens 9 —— co. 
Victor 
TIDE waren ASSOCIATED on co. 
t. 


= "rotten BEARING co. 


c. 

TIONA PETROLEUM co. 

George Murphy 
TITEFLEX, INC. 

H. Fletcher Heron 
TOBIN-ARP MFG. CO. 

Export Dept. — 

38 Pearl St., New York 
TOKHEIM OIL TANK & PUMP CO. 

Export Dept. — 

38 Pearl St., New York 
TOLEDO STEEL PRODUCTS CO. 

General Motors Overseas Operations 
TRANS-INTERNATIONAL 

Export Dept. — 


TRAINOR NATIONAL SPRING CO. 

General Motors Overseas Operations 
TRANSMARES CORP. 

W. Kircholtes 
mee PRODUCTS CORP. 

A. lawrence 

TRIPLEX SCREW CO. 

Export Dept. — 

4614 Prospect Ave., Cleveland 
TUNG.- om — WORKS, INC, 


Hug! 
TUNGSTEN CONTACT MFG. CO., INC. 
Export Dept. — 
38 Pearl St., New York 
TUTHILL SPRING CO. 
F. Fischer 
TWIN 1 COACH co. 
8. Fageol, Jr. 
rwirenett, ‘NC. E. Ww. 
David Coe 


UNITED-CARR FASTENER CO. 
Export Dept. — 
Cambridge, Mass. 

UNITED SPARK PLUGS 


John Prior, Inc 
UNIVERSAL PARTS, INC. 
. J, Krug 
U. S. ASBESTOS Div. 
ge M. Righter 
U. S. AXLE CO., INC. 


American Steel Export Co. 
U. S. EXPORT SALES 


J. MM. Gruen 
UTICA DROP FORGE & TOOL CO. 
American Steel Export Co. 


v 
war FORGE PRODUCTS, INC. 
R. 


pston 
VANDERBILT Le a . RUBBER CORP. 
Samuel Mu’ 
VAN DORN erectaic TOOL CO, 


M. R. Sacra 

VAN A oy co. 
W. Baush 

VELLUMOID co. 

Export Dept 

38 Pear! x. ° * Mow York 
VLCHEK TOOL CO. 

Export Dept. — 

4614 Prospect Ave., Cleveland 
VULCAN MOTOR PRODUCTS, INC. 

S.C. Prado & Co. 


w 
“ae ELECTRIC CORP. 


° inter 
WALDECK, ROBERT L. 
Robt. lL. Waldeck 
WALKER BROS. 
Gibney International 
WALKER MFG. CO. OF WISCONSIN 
General Motors Overseas Operations 
WARNER AUTOMOTIVE PARTS DIV. 
Borg-Warner Intl. Corp. 
WARNER GEAR DIVISION 
Borg-Warner Intl. Corp. 
= MACHINE PRODUCTS, INC. 
Warner intl. Corp. 
WARSMAWSKY & CO. 
luis A. Villasetor 
WARWICK LABORATORIES CO. 
Poramount Export 
WATERBURY TOOL DIV., VICKERS, INC. 
American Steel Export . 
—— Bag wt co. 
Eninger 
WEAVER "MFG. a, 
fF. A. Bohnhor 
WEL-EVER — "RING co. 
A. P. Fall 


WweLLs mre. co 
Export Agencies Corp 
WESTERN rie LTD. 


Walton Rk. Sm 
ee STATES LACQUER corr. 
l. Waldeck 
WHeet PARTS & MFG. CO. 
C. F. lyngoas 
WHITAKER CABLE CORP. 
T. M. Stuver 
ataae moTOR CO. 
i. Boughton 
WIUKENING MFG. CO. 
General Motors Overseas Operations 
wala STORAGE BATTERY CO. 
A. Kuhn 
Wittians & co., 3. HK. 
6. ¢. Hollwedel 
WILLYS-OVERLAND ExPORT CORP. 
Marcel F. De Muller 
WILSON, K. ® 
E. E. Rassow 
WINONA TOOL MFG. CO. 
Wolter M. McK 


71 Front St. East, Toronto, Canoda WITHERSEE STORAGE BATTERY CO. 


worio- wide WEADQUARTERS FOR AUTOMOTIVE AWD BUSINESS INFORMATION 4 


330 West 42nd Street, Hew York 18, N.Y 


Semeitit Branch Olficns: Phitedaiphia, Cleveland, Deirel, Chicage, St. Keuls, Reston, Washington, Baits: “inshuigh, los Angein., Adianne, San Frencince 
Overseas Branch Offfear: ta Buanes Altes, Mexico City, Me de Jeretre, terdon, Pork, Fronkfurt, Metheurne Tokve and Benvkay Alse Special Corcrecpendents in ST Oversear Countries 


Dershwin 
worib BESTOS CORP. 
Export Dept. — 
38 Pearl St., New York 
Y 
YANKEE METAL PRODUCTS CORP. 
Guiterman Co., Inc. 
YANKILLEVICH & FEINSTEIN 
Buenos Aires, Argentina 
4 


HOWARD ZINK 
Johan Prior, Inc. 


Schick Expands 
Ad Plans to Combat 
Buyers’ Resistance 


STAMFORD, Conn.—Schick, Inc. 
will launch a new and greatly ex- 
panded advertising and merchan- 
dising program to combat increas- 
ing buyers’ resistance to many 
lines of durable goods, particu- 
larly in the electrical appliance 
field, according to K. C. Gifford, 
Schick president. 

As to Schick’s recent agency 
switch from Kudner Agency, New 
York, to Batten, Barton, Durstine 
& Osborn, New York, (AA, May 
9), Mr. Gifford said: “Schick 
called in five of the biggest New 
York advertising agencies, told 
them exactly what we had in mind, 
and invited their best thinking on 
our immediate problems while we 
were carefully looking at their 
facilities.” 

The recent closing of the Schick 
plant, in order to halt a growing 
inventory of the finished product, 
called for a readjustment of com- 
pany plans, Schick’s president said, 
“because we had noticed the in- 
creasing sales resistance and we 
realized that in order to break 
through this condition we would 
have to suffer a shake-up in many 
of our affairs.” 

Fall advertising plans will be 
announced later this summer. 


Owens-Illinois Boosts Two 


Walter H. Downing, formerly 
manager of the Oakland branch of 
Owens-Illinois Glass Co., has been 
named assistant to Kenneth C. 
White, general sales manager of 
the company’s Pacific Coast divi- 
sion. James A. McCormick, assis- 
tant branch manager in Oakland, 
has been appointed manager, suc- 
ceeding Mr. Downing. 


Englander Ups MacMorran 


Robert MacMorran, assistant ad- 
vertising manager, has been ap- 
pointed advertising manager of 
Englander Co., Chicago, maker of 
mattresses. He succeeds Charles 
Lappen, who has been named to 
the newly created post of sales 
promotion manager. 


Seaman Promoted 


Paul E. Seaman, divisional man- 
ager of the New York office since 
1944, has been named general sales 
manager of Encyclopaedia Britan- 
nica, Inc., Chicago. He succeeds L. 
C. Schoenewald, who has resigned 
is vice-president in charge of sales. 


CUSTOM 
ONE MINUTE 


TV FILM 


dditional prints at low cost! 


Price Suclades 
Artful production 
Effective illustrations 
Animated tricky titles 
Sound on film (con- 


sists of off-screen 
voice Gnd gavele) 
Quickest service from 
America’s leading pro- 
ducer of spot message 
Motion Pictures for 
over 30 years 


. = ~ . Money I 


Write or Phone . 


As S. Wabash Ave... 
Phone Harrison — 
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Ma 
1949 
General 
Ace Fiction Group........... 4.9 
American Forests ........... 13.3 
American Home ............ 87.1 
American Legion ........... 13.7 
American Magazine ......... 45.4 
American Mercury .......... 5.2 
She eee 11.6 
Atlantic Monthly ........... 17.7 
Better Homes & Gardens..... 176.9 
Christian Herald ............ 29.2 
en coG és cine aaueu oune 5.7 
Th ric 6h sn dee 5 ou ae he 6 we 12.0 
CORUUOMONNERM 2. ccccccccces 70.0 
*Dell Men’s Group ........... 18.1 
Oe 42.1 
Eagle Magazine ............. 3.0 
i 6a nwewhed.e9 edhe ea 004-2 27.5 
EE re arr re 9.8 
Esquire (Nat'l) ............. 69.9 
Extension Magazine ......... 18.8 
EE deed a kn be oes eos o 0 102.8 
Grade Teacher, The .......... 34.7 
*Harper’s Magazine ......... 16.3 
EE Tene is 6b0s<s ode ves 96.5 
House Beautiful ............. 152.7 
House & Garden ............ 130.9 
Improvement Era ............ 27.0 
ite eRe ale aden 27.5 
ES Eee 16.7 
Macfadden Men's Grp......... 10.4 
Mechanix Lllustrated ........ 73.9 
EY EE kg dn cscccsesce 84.9 
National Geographic ........ 51.5 
Nation’s Business ........... 36.0 
Nature > creamed ef ee 3.3 
og eee 15.3 
Popular Fiction Group....... 11.8 
Popular Mechanics .......... 155.5 
Popular Science ............. 139.2 
CB ate dis wales ibe 26.8 
EE ee ee 27.3 
EY Pen dae bids bein d oo 44 13.0 
Science Illustrated .......... 20.9 
ee ee cee ke iwue se 17.2 
SE Sinead oh dbs ws 4s es die 89.7 
Thrilling Fiction Grp......... 11.5 
Town & Country............. 55.2 
CDi dcdhdénevardeceee ds 35.1 
A 5.0 
ded Si:veive chee ets ts 86.8 
DTD ‘Ccccawedeunes 2,224.4 
Women 
eeu e cb débde's dcess <0 134.4 
Dell Modern Group: 
Modern Romances ......... 38.3 
Modern Screen............. 41.1 
SOPOT 37.3 
Family Circle (Nat’l)......... 24.2 
. bt “Speen 38.8 
Fawcett Women’s Group: 
Motion Picture ..........:0. 39.6 
SS eee 39.2 
True Confessions .......... 48.8 
SRG Ae ae 106.1 
Good Housekeeping .......... 183.8 
Mearper's Basear .......ccece 100.4 
Hillman Women’s Group: 
DET. 668ecacisceeweds 21.8 
Real Romance ............ 24.3 
EY | ns ince co64'e 24.3 
TE COED ccccuseoacecse 21.8 
SE ar 16.8 
I ow ete eas 56-00 604 51.2 
Ideal Women's Group: 
Intimate Romances ........ 37.7 
CY Pare $1.2 
Movie Stars Parade ....... $1.0 
Personal Romances ........ 44.2 
Ladies’ Home Journal........ 154.0 
Macfadden Women's Group: 
WEGNUEIOED cccccceccsseve 34.0 
i ee een ee ek so wee 50.4 
Radio & Television Mirror. . 83.0 
True Love & Romance...... 33.6 
True Romances .........:. 35.0 
Ee” veesbeeecesee de 116.3 
eb onan nce ehe 4's 84.1 
i "eer 73.0 
Parents’ (N. Y. Metro. Ed.) 79.9 
, GED veucescecaves 19.1 
i eee hohe bas tees we Wa 27.5 
PD. Cees ew weg ee ewe nee 128.3 
» dg eee 39.3 
OM eee re 64.0 
Pc eitaevndeud sie ie 64% 5 154.2 
Woman's Day ‘Nat’ Davkvaves 55.5 
. * -- oer 57.8 
Woman's Home Companion... 88.7 
ee GE Savdeeasecscans Bootes 
Outdoor 
American Rifleman ..... on 54.1 
GD CONUEEED seecesasceere 91.1 
Fur-Fish-Game_ ........ 23.1 
Hunting & wating raweel 33.0 
Outdoor Life ... ? 75.5 
EE dca cnscees 32.8 
Sports Afield 80.4 
0 eee 390.0 


—————7, 


1948 


6,927 


137, 042 


116,723 
8,301 
86,775 


243,670 
64,518 
360,618 
72,495 
26,043 
196,727 
361,456 
306,247 
42,229 
89,467 
47,411 
28,114 
84,928 
343,370 
46,134 
87,222 
5,982 
35,980 
8,473 
192,676 
167,144 
69,425 
59,668 
27,850 
45,243 
36,754 
168,660 
19,255 
286,622 
70,667 


343,519 
297,264 


272,310 


73,309 
75,540 
68,746 
55,205 
87,470 


76,717 
76,440 
97,419 
213,757 
310,238 
453,936 


57,465 
49,937 
49,937 
57,465 
82,153 
90,416 


20,784 
57,251 
57,067 
68,390 
490,118 


96,536 
71,035 
78,456 
85,203 
382,436 
310,996 
162,222 
179,217 
44,542 
49,721 
336,584 
56,712 
140,802 
668,692 
105,040 
111,311 
267,221 
782,613 


108,793 
163,579 
56,737 
62,470 
137,537 
48,568 
147,085 
724,769 


Pages — ———e Lines ——— 
May Jan.-May Jan. -May May May Jan.-May Jan. -May 
1948 1949 1948 1949 1948 1949 

6.6 23.3 81.1 1,096 1,483 5,137 
14.5 56.6 55.6 5,572 6,090 23,730 
89.1 341.6 344.6 55,050 56,331 215,946 
20.7 78.6 82.4 5,685 8,633 32,938 
62.0 215.7 251.3 19,074 26,038 90,600 

3.3 17.4 18.9 945 595 3,146 

7.4 58.5 30.0 4,721 3,180 29,090 
23.2 84.8 34.0 7,439 9,730 25,648 

184.0 724.9 688.2 111,800 116,306 458,097 
33.3 188.3 187.8 12,520 14,281 80,773 

4.7 34.9 26.3 3,880 3,207 23,792 

7.0 55.0 37.0 2,184 1,274 10,010 
77.8 292.3 319.3 30,022 33,393 125,420 
16.4 -— _—_ 7,783 7,024 —_— 
55.5 204.7 277.9 17,682 23,310 87,043 

1.0 19.5 16.1 1,140 1,425 8,089 
26.3 130.5 128.4 18,466 17,415 88,477 

9.4 —_—_— —_—- 4,205 4,049 —_—- 
71.3 288.0 362.6 46,956 47,908 193,522 
17.8 95.2 93.9 12,905 12,175 65,435 
120.8 505.2 570.7 64,938 76,314 319,780 
31.9 173.7 164.4 15,311 14,073 76,595 
24.3 81.8 109.3 6,861 5,792 35,474 
93.7 331.1 289.3 65,644 63,689 225,159 
164.2 548.2 671.9 96,512 103,793 846,445 
132.8 467.9 484.5 82,71 83,916 295,730 
18.3 97.0 98.4 11,566 7,863 41,621 
21.9 126.8 130.8 18,816 14,958 86,737 
17.3 86.5 110.7 7,216 7,401 31,315 

9.9 65.9 65.5 4,440 4,242 28,246 
80.2 387.0 379.2 16,547 17,957 86,646 
101.3 491.9 584.1 49,931 59,536 288,720 
53.0 204.4 194.3 12,208 12,565 48,573 
40.0 161.2 364.6 15,430 17,13 72,785 

3.5 12.5 13.9 1,417 1,51 5,569 
12.3 712.8 53.3 10,370 8,109 49,470 

9.0 66.2 37.8 2,637 1,964 14,822 
177.6 817.2 860.1 34,832 39,788 183,043 
148.4 724.8 746.2 31,171 33,248 162,354 
33.4 130.7 161.8 11,511 14,332 56,000 
34.8 109.2 139.1 11,705 14,925 46,829 
17.4 46.2 65.1 5,573 7,479 19,820 
23.8 114.5 107.7 8,760 9,991 48,051 
23.1 67.4 85.7 7,395 9,896 28,903 
106.7 349.9 401.9 37,705 44,845 147,051 
13.5 79.1 86.1 2,583 3,014 17,721 
80.4 309.1 426.5 37,125 54,033 207,738 
42.0 155.1 164.8 15,063 18,006 66,533 

8.1 -—— —- 2,141 3,455 
105.2 483.0 584.; 51,038 61,858 284,004 

2,446.2 10,176.1 - 11,087.4 1,094,160 1,195,010 4,888,627 5, 
171.2 534.9 732.8 57,662 73,430 189,899 
35.7 193.4 170.9 16,436 15,300 82,965 
38.7 192.8 176.0 17,644 16,584 82,727 
34.8 173.6 160.2 16,004 14,932 74,475 
30.1 131.1 128.7 10,378 12,924 56,262 
45.7 203.0 203.8 16,650 19,609 87,070 
33.3 173.5 178.8 16,994 14,295 74,416 
34.2 171.6 178.2 16,817 14,661 73,648 
47.2 230.6 227.0 20,941 20,252 98,919 
104.6 519.5 498.2 45,501 44,892 224,311 
179.0 738.6 722.9 78,839 76,800 316,819 
124.8 597.8 719.7 63,460 77,864 377,861 
27.0 109.5 133.9 9,380 11,563 46,960 
23.2 112.5 116.4 10,427 9,935 48,248 
23.2 112.5 116.4 10,427 9,935 48,248 
27.0 109.5 133.9 9,380 11,563 46,960 
22.1 97.4 113.3 11,767 15,503 68,348 
47.7 229.8 210.8 21,893 20,463 98,516 
25.7 160.7 48.4 16,180 11,029 68,956 
25.1 153.5 133.4 13,398 10,773 65,8293 
25.1 152.6 132.9 13,303 10,773 65,397 
36.3 194.8 159.4 18,957 15,564 83,542 
167.4 646.8 720.7 104,687 113,815 439,806 
88.2 —_—— -— 14,586 16,380 - 
62.7 196.9 247.1 21,633 22,591 91,688 
35.8 150.8 165.6 14,149 15,342 64,667 
38.2 158.4 182.9 14,426 16,380 67,920 
42.5 173.7 198.6 15,024 18,226 74,546 
179.8 667.7 891.6 49,894 77,148 290,790 
99.0 389.4 457.3 57,216 67,346 264,800 
91.1 $32.7 378.2 31,296 39,067 141,919 
97.8 875.2 417.8 34,258 41,970 160,949 
23.6 91.5 103.8 8,191 10,112 39,277 
26.3 120.7 116.4 11,687 11,237 51,447 
111.8 654.1 494.9 87,212 76,044 376,784 
23.7 160.8 132.1 16,855 10,162 69,001 
70.7 801.4 329.3 27,100 29,848 128,857 
124.3 908.0 1,058.1 97,469 78,554 573,849 
52.0 248.8 310.6 23,792 22,321 106,735 
55.0 264.6 259.4 24,810 23,606 113,462 
94.2 399.5 393.1 60,299 64,035 271,683 
2,896.7 10,744.6 11,540.0 1,151,169 1,201,735 5,412,880 5, 
50.8 246.0 243.6 23,223 21,777 105,580 
103.7 367.8 381.3 39,066 44,469 157,774 
25.5 114.1 132.3 9,920 10,934 48,975 
34.9 134.0 145.6 14,158 14,960 57,525 
83.5 $13.1 320.6 32,375 35,831 134,292 

27.5 123.3 113.3 14,060 11,791 52,839 
100.1 337.5 352.2 84,509 42,931 144,777 
426.0 1,635.8 1,688.9 167,311 182,693 701,762 
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YOUTH WEEKLIES CANAD 
1949 1949 1949 1949 

MAY T) 98, 852 MAY) 289785 APRIL (777, $06 | MAY 34/,362 
APRILT) 76,708 APRILE | 23 242 MAR AS92987 \WRULT | 3/2 069 

1948 1948 1948 19468 

—————— Pages ————_——_,_ Lines 
May May Jan.-May Jan.-May May May Jan.-May Jan.-May 
1949 1948 1949 1948 1949 1948 1949 1945 

Youth 
The American en canedeate 12.8 21.3 54.3 79.3 5,498 9,154 23,306 34,073 
Boys Life . sete e eee ceeeeeees 20.0 20.3 75.0 84.6 13,600 13,830 61,103 57, 589 
Calling BM GE nn crccccees 25.7 30.0 126.5 115.3 11,028 12,881 54,258 49,472 
EE ae ss a aay os 1.1 2.3 3.9 15.3 466 967 1,677 6,538 
RO” ee eee 19.3 20.4 56.5 71.8 8,260 8,750 _ 24,199 30,551 

C0 ee 78.9 94.3 316.2 365.8 38,852 45,582 154,543 178,223 

Comics Magazines 
b*Archie Comics ............ 6.0 5.0 — — 2,268 1,890 — - 
Famous Funnies ............ 6.0 4.0 24.0 17.0 2,322 1,548 9,288 6,579 
Fawcett Comics vcaees 6.5 5.5 32.5 34.5 2,457 2,079 12,285 13,041 
*Harvey Comics Group ...... 5.5 7.5 16.5 14.5 2,079 2,835 6,237 5,481 
*Lev Gleason Publications... . 8.8 — 32.0 —- 3,339 — 12,096 
Marvel Comics Group: 

(Total 3 Units) Sereueen eden 27.0 8.3 114.2 39.3 10,208 3,150 43,115 14,868 

EE ec sneee Crees et 8.0 36.4 —_— 3,024 -—-- 12,725 - 

a 10.0 - 38.8 — 3,780 = 14,646 

lO ae 9.0 - 39.0 =.= 3,402 — 14,742 
National Comics Group: 

(Total 2 | ae 18.5 18.0 70.0 72.0 6,993 6,804 26,570 27,326 

*Red Unit Daven dnb 0h6edos 11.5 10.0 40.0 40.0 4,347 3,780 15,120 15,230 

TE MINES sc ieevccsetesie 7.0 8.0 30.0 32.0 2,646 3,024 11,450 12,09¢ 
Polly Magazine TeTer CCC Cre 4.3 4.0 25.5 25.5 1,749 1,608 10,335 10,321 
4Premium Group of Comics. . 3.0 3.5 9.4 12.2 1,127 1,340 3,551 4,626 
PS 1.8 aoe 6.2 6.1 735 690 2,496 2,780 
Thrilling Comics Group...... 3.0 3.5 19.0 24.5 1,134 1,323 7,282 10,773 
_ aaa _ 2.3 5.9 8.6 13.1 __ 916 _ 2,398 3,450 5,301 

Se Ss cccvcesnewvve 76.1 60.2 319.7 252.6 28,985 23,085 122,113 98,316 

Re . Apr. Apr. Jan.-Apr. Jan.-Apr. Apr. Apr. Jan.-Apr. Jan.-Apr. 

Weeklies—A pril 1949 =: 1948 1949 19 1949 1948 1949 1948 
American Weekly *.......... 71.9 72.9 263.8 281.0 71,900 72,869 263,762 280,988 
*Business Week ............. 355.0 $12.1 1,222.2 1,209.2 149,086 131,077 513,293 507,876 
*Christian Advocate ........ 18.5 21.4 —- — 7,652 8,972 - - 
RS iis a CM a aa 199.7 199.4 547.1 697.9 135,790 135,610 372,068 474,486 
NT i a nn rl a 31.0 36.8 122.1 135.3 13,302 15,759 54,344 58,055 
Ne end '6 S Cie a nae ae 0 ies eee 24.7 25.0 104.9 103.1 25,953 26,240 110,108 108,178 
ea te ce he i a 342.8 302.8 1,119.8 1,228.9 233,072 205,916 761,416 835,696 
NN ee ee ee 123.7 96.3 398.1 349.2 84,091 65,470 270,720 237,392 
incl. ae ei eaee ve 222.6 233.3 817.9 865.0 93,505 97,967 343,494 363,262 
New York Times Magazine.. 166.4 166.5 580.4 544.6 141,449 141,551 493,360 463,028 
Pt Pe ois edn cat ensve 327.0 278.1 1,005.4 942.0 140,297 119,305 431,360 403,373 
ib od 609.4% 38.3 32.4 145.8 104.9 32,586 27,622 123,931 89,180 
Peers 54.1 46.8 172.9 145.5 23,190 20,069 74,123 62,447 
‘Saturday Evening Post ..... 478.5 377.6 1,414.9 1,357.0 325,388 256,779 962,104 922,725 
*Saturday Review of . 

OE ree 58.7 52.2 188.1 165.7 25,162 22,391 80,699 71,091 
Scholastic Magazines ........ 27.0 26.5 83.1 86.7 11,340 11,152 34,892 36,439 
ae 39.0 30.1 103.8 88.5 41,778 32,200 111,186 94,757 
This Week Magazine......... 53.0 60.2 214.6 213.3 45,006 51,155 182,328 181,240 
Te. BEARER ng cc ccccccese $11.7 291.1 1,143.5 1,164.7 130,921 122,243 480,253 366,919 
eU. S. News & World Report 118.3 124.7 384.4 7 415.1 49,690 52,377 161,428 176,282 

Total Group ..... 3,043.4 2,764.9 10,032.8 10,097.6 1,773,506 1,607,752 5,824,869 5,732,414 

*Not included in totals. *Larger page size 1949. "May-June linage. °*“Two issues 1949; one issue 1948 


41949 seven bi-monthlies ; 


Canadian 

Canadian Home Journal . 
Canadian Homes & Gardens... 
Dn tas pwechteder sense 
Maclean's (2 issues) ......... 
) . intend dau laces ke 
National Home Monthly 

EY GEE <cccnsvresesveevee 
Revue Moderne, La . er 
*Reader’s Digest Intl.) 
Revue Populaire, La ........ 
oe i ae ee 


Total Group 
tApril linage. 


1948 four monthlies. 


58.9 56.7 
63.1 62.1 
57.9 59.6 
91.6 91.6 
72.9 103.8 
50.9 41.1 
25.1 29.3 
37.3 39.6 
116.5 31.0 
40.1 41.4 
54.5 38.9 
668.8 595.1 2, 


207.9 
233.5 
206.8 
309.7 
227.7 
147.9 

95.4 
139.8 
363.5 
169.5 
132.7 


234.4 


1Published monthly beginning March, 1948. 


*Five issues 1949; four issues 1948. 


229.3 40,086 38,609 141,404 155,897 
234.8 42,400 41,744 157,033 157,802 
222.0 39,364 40,505 140,562 150,930 
336.2 62,307 62,289 210,649 228,281 
274.4 49,005 59,757 153,088 174,38 
130.6 34,670 27,963 100,792 88,909 
108.1 10,766 12,549 40,918 46,34( 
145.6 25,379 26,909 95,047 98,939 
149.0 21,194 5,642 66,140 27,018 
176.7 28,058 28,994 118,545 123,634 
123.3 38,133 27,262 92,877 86,351 
2,130.0 391,362 372,223 1,272,055 1,338,464 


+Canadian National Weekend Newspapers (Roto Linage) 


La Patrie 
“La Presse 
“Standard 
*Star Weekly 
Total 
tApril linage. 


Group 


Cumulative 


41.3 42.8 
43.6 47.7 
59.7 50.2 
73.6 66.4 
218.2 207.1 


117.2 
125.0 
152.2 
207.4 
601.8 


123.3 41,342 42,757 
136.6 43,598 47,711 
149.2 59,723 50,158 
201.5 69,893 63,102 
610.6 214,556 203,728 


totals are for January-April period. 


*Five 


May Advertising Pages and Linage In Farm Publications 


Current Month 


Total Advertising, In Pages 


May May 
1949 1948 
Farm Magazines 
Capper’s Farmer ..... 51.7 76.9 
Country Gentleman 124.8 113.6 
Farm Journal ; 103.1 99.6 
Progressiv e Farmer 
Carolina-Va. Edition. 80.8 87.6 
Ga.-Ala.-Fla. Edition 80.9 84.1 
Ky.-Tenn.-W. Va. 
Edition ...... 78.4 81.1 
Miss.-La.-Ark 
Edition 78.2 81.2 
Texas Edition 82.3 89.9 
*In all 5 Editions 71.4 73.9 
*Aver. 5 Editions 80.1 84.8 
Southern Agriculturist 34.3 42.3 
Successful Farming 98.0 92.9 
Total Group 812.5 849 
Monthlies 
Agricultural Leaders’ 
ae oes 25.8 34.2 
American Fruit 
Grower 28.7 30.5 
American Poultry 
Journal: 


Total Advertising, Ir 
Jan.- Jan.- Jan.- 
May May May May May 
1949 1948 1949 19438 1949 
283.1 306.4 35,169 42,270 192,519 

576.8 631.3 84,880 77,241 

630.2 625.1 441,223 42,709 
402.2 411.2 658,814 63,742 292,878 
403.4 395.9 58,911 61,224 293,693 
391.9 382.5 57,040 59,077 285,282 
388.4 377.3 66,914 69,081 282,674 
412.7 415.3 59,914 65,465 300,490 
347.3 334.0 61,981 53,813 252,815 
399.8 368.7 58.319 61,718 291,000 
209.5 223.3 24,020 29,592 146,674 
519.9 502.9 44, O94 41,824 233,921 
,118.1 4,071.2 523,97 9 542,225 2,647,707 
138.7 144.1 5,055 6,706 27,182 
174.9 199.6 12,258 12,896 74,564 

é 
4 * 


1 Lines 
Jan.- 
May 
1948 


198,343 
361,258 
225,259 


299,310 
288,208 


321,099 


274,576 
302,361 
243,170 
288,847 
156,334 
226,312 


2,653,060 


Commerci 
Display, 


al 


exclud- 


ing Poultry, 


Classified 

Livestock 

In Lines 
1949 


33,464 
83,254 
42,302 


54,744 
55,412 
53,346 
53,285 
56,056 
49,734 
54,569 
21,476 
43,536 
496,875 


5,055 
12,141 


and 


1948 


40,507 
74,699 
40,754 


59,660 


57,677 
55,404 


55,410 
60,941 
51,480 
57,818 
26,781 
41,154 
512,987 


6,706 


12,615 


Total Advertising, In Pages 


May 
1949 
Eastern Edition 32.0 
Central Edition .... 28.1 
Western Edition es 26.6 
*In all 8 Editions... 24.3 
Arkansas Farmer .... 10.7 
Better Farming 
SRY ee 36.8 
Better Fruit 19.9 
Breeder’s Gazetie .... 12.3 
California Citrograph ; 27.0 
Cattleman, The .. 73.5 
Electricity on the Farm 18.6 
Farm and Ranch...... 35.2 
Farmer Stockman .... 33.4 
*Florida Cattleman ... 36.0 
Florida Grower ...... 15.6 
“Idaho Granger 9.9 
Kentucky Farmer , 18.8 
Michigan Farm News. 2.4 
National Live Stock 
Producer ..... 9.6 


*Nation’s Agriculture. ; 8.1 


New Jersey Farm 

and Garden .. 43.2 
*Ohio Farm Bureau 

BE eid titel ion 040.8 11.7 


Pacific Poultry yman ... 32. 


Jan.- Jan.- 

May May May 
1948 1949 1948 
34.9 258.7 258.8 
28.6 215.0 221.3 
27.0 181.6 188.9 
26.2 166.0 176.1 
13.9 55.8 60.5 
33.1 181.6 165.0 
20.8 101.2 112.1 
23.5 103.6 116.1 
30.8 135.2 136.6 
88.1 478.3 470.7 
22.4 82.1 98.9 
38.3 205.5 205.1 
40.1 184.3 175.2 
37.5 —_— — 
21.1 96.2 112.7 
9.6 39.6 34.5 
19.9 113.4 117.7 
1.8 11.4 9.6 
12.9 51.8 57.1 
7.6 38.1 35.0 
46.9 239.6 224.8 
12.5 —- — 
27.0 190.8 173.2 


issues 1949; 


four 


Total Advertising, In Lines 


May 
1949 
13,743 
12,049 


19,442 


4,781 
13,995 


May 

1948 
14,972 
12,255 
11,598 
11,264 
10,540 


14,205 

8,719 
10,576 
20,692 
37,005 

7,999 
26,835 
30,491 
15,772 
14,356 
10,402 
15,596 

4,374 


9,407 
3,424 


21,116 


5,628 
11,570 


Jan.- 
May 
1949 

111,044 

92,207 

77,895 

71,175 

42,157 


77,897 
42,487 
46,630 
90,706 
200,968 
29,224 
144,274 
139,867 


26, 708 


37,719 
17,094 


107,875 


81,895 


Jan.- 
May 
1948 

111,044 
94,975 
81,067 
75,595 
45,821 


70,778 
47,069 
52,282 
91,672 
197,724 
35,311 
143,736 
132,892 
76,614 
37,317 
92,291 
22,881 


41,674 
15,759 


101,260 


74,306 


2Includes French and English editions. 


117,241 123,350 
124,985 136,7 
152,222 149,1 
197,055 191,4>4 
591,503 600,' 


issues 1948. 


Current Mont 
Commercial 

Display, excl 
ing Poultry. 
Classified an: 


Livestock 
In Lines 
1949 
8,562 9, 
7,868 8,1 12 
8,283 8, 
7,413 7 
7,672 7 
15,793 14, 
8,386 8, 
3,812 8, 
17,892 20, 
18,014 17, 
6,629 7, 
23,713 25, 
23,747 28, 
10,016 7, 
10,091 13, 
10,682 10, 
12,391 13, 
120 , 


6,753 9, 
3,622 3,4 


14,873 17,% 


4,457 5, 
8,615 6,5 § 
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23, 149 


27,326 
15,230 
12,096 
10,321 
4,626 
2,780 
10,773 
5,301 
98,316 


n.-Apr. 
1948 


280,988 
507,876 


463,028 
403,373 
89,180 
62,447 
922,725 
71,091 
36,439 
94,757 
181,240 
366,919 
175,282 
132,414 
> 1948 


te mw-3 s 


“4-12 & 


a ae = 
IDVAISH Oe 


he 


Alvertising Age, May 23, 1949 


Current Month 
Commercial 


MAGATINES 


MONTHLIES 


SEMI-MONTHLIES 


Display, exclud- 
Total Ad : — + ing Poultry. 1949 1949 
ota dvertising, In Pages otal Advertising, In Lines Classified and he" OF. 
- - a Jan.- Jan.- Jan.- Livestock may $23, 9774 may 04, 770 aS 976, 4 
ay ay ay May May May May May In Lines | 
ltry Trit 1949 1948 1949 1948 1949 1948 1949 1948 1949 1948 | B APRIL 596,228 APRIL $/E74/ mag. 99L939/ 
sultry ribune: : 
Eastern Edition 40.9 44.3 306.1 298.1 17,533 19,014 131,264 128,253 12,491 12,867 1948 1940 1948 
Central Edition 35.4 382 261.8 264.4 15,203 16.375 112.831 113.416 11.452 12,027| may $42, 225 may | J472 967 ate O94. 888 
Western Edition ne 29.3 33.0 224.6 220.3 12,577 14,149 96,359 94,435 9,913 10,569 
*In all 3 Editions ... 27.8 31.2 203.8 198.2 11,931 13,376 87,484 85,043 9,288 9,796 fi 
southern Farmer .... 71.4 12.3 48.2 66.3 8,123 10,800 53,098 54,168 6,803 9,912 | O1- WEEKLIES — Sate aa 
outhern Planter .... 26.0 35.4 167.9 188.8 18,185 24,802 117,483 132,146 16,560 22,841 1940 ° 
Vestern Dairy Journal 46.5 51.8 2142 227.0 19,580 21,546 89,995 95,451 8,260 9,765 s omy ‘42409 
Nestern Livestoc APRIL Aelia APRIL GF, Od MAY 2? 5O 
Journal mannan sessee 81.1 101.5 513.4 508.9 34,090 42,441 215,736 213,586 11,396 13,300 3 won VA3/d 74/9 
yoming Stockman- MAR. 7,42. MAR. A APRIL 7 
POUT. scteiidciees 11.8 9.0 41.7 31.0 10,528 8,106 37,352 27,804 7,504 7,294 97, . F 
Total Group ....... 827.2 938.0 5,051.7 5,122.3 419,730 472,967 2,519,121 2,539,243 319,093 356,288 
Aran | ) P6497 imt[] 44.637 tf) 222526 | Re 70.098 
Newspaper Monthly Farm Sections 
jowa Farm & 
Home Register ..... 24.3 19.5 122.9 101.1 21,520 20,795 126,661 107,859 21,520 20,795 Current Month 
Rural Gravure ....... 3.9 3.0 23.0 15.7 3,878 2,954 23.051 15,701 3.878 2.954 yet Bs 
Total Group ....... 28.2 22.5 145.9 116.8 25,398 23,749 149,712 123,560 25,398 23,749 Display, exclud- 
; = ing Poultry, 
Current Month Total acvertine, In ~~ Total ceiecie - In Lines Classified and 
Commercial an.- an.- an.- Jan.- Livestock 
Display, exclud- Apr. Apr. Apr. Apr. Apr. Apr. Apr. Apr. In Lines 
ing Poultry, 1949 1948 1949 1948 1949 1948 1949 1948 1949 1948 
Total Advertising, In Pages Total Advertising, In Lines Classified and ‘oli : > 
j ge a —p ; A ee California Farmer: 
Aue. hee, “Eeb hae. Aen, fos y ioe tie Northern Edition 5.5 598 224.3 242.7 48,911 45,223 171,524 183,540 40,479 40,401 
1949 1948 1949 1948 1949 1948 1949 1948 1949 . 1948 m Southern — 55 58.3 217.7 234.5 41,840 44,085 164,530 177,360 38,408 39,263 
a - alirymans League 
Semi-Monthly—April WE dat hecneressss 10.7 9.9 38.2 36.4 7,793 7,183 27,776. 26,527 5,535 5,852 
American Total Group ....... 121.6 128.0 480.2 513.6 93,544 96,491 363,830 887,427 84,422 85,516 
Agriculturist ....... 35.3. 35.6 138.4 140.3 25,718 25,881 100,828 102,075 22,476 22,604 . . 
*California Grange : = — - Weeklies—April 
ES a 32.6 27.9 ——- - 35,326 80,5 : $ : . ’ , 9 
Pn WE 35,329 = 30,254 34,916 29,818 *Capper's Weekly 9.7 8.8 41.0 40.5 21,657 19,807 91,887 90,827 10,959 11,093 
Farmer ............ 29.3 31.9 119.4 110.9 22,152 24,010 90,233 83,72% 8,612 20,96 a a . " : " : 
Cooperative Digest .... 162 11.7 862 959 S412 2467 18112 20060 Sale -sver| City Star StS 51.9 TEES 101.6 61.888 65,884 381.070 250,088 60,008 81.006 
Dakota Farmer ....... 82.3 58.3 285.7 235.8 64,567 45,715 224,069 182,739 60,869 40,970 Total Group 37.0 36.7 198.2 142.1 89,045 = 88,631 «372,907 341,185 60,457 62,417 
Farmer, The eee aces « 101.9 71.4 323.4 267.1 79,922 55,972 253,642 185,248 70,492 47,170 Dail 
oard’s Dairyman 41.6 43.6 187.3 203.2 30,313 31,752 136,401 140,627 24.682 26.458 ilies— i 
Idaho Farmer ........ 60.1 52.4 206.2 190.2 45,447 39,562 155,926 143,727 42.013 36,090 ee - — April 
Indiana Farmer’s Chicago Daily Drovers 
C Pe as 31.2 36.0 124.3 128.6 24,489 28,245 97,497 100,836 17,552 21,347/ , Journal ........... 22.8 24.5 110.3 108.0 48,469 52,0382 234,717 218,978 = 25,193 28,361 
Kansas Farmer ...... 50.1 46.0 177.6 170.4 38,088 34,984 134,993 129,511 33.621 29,060 | Kansas City Daily 
Michigan Farmer ..... 53.6 48.5 212.1 170.1 41,195 37.286 162,883 146,055 34,352 31,877 Drovers Telegram 23.9 27.7 128.0 127.3 50,848 68,853 272,448 270,768 25,890 37,898 
Missouri Farmer ...... 7.8 9.2 28.4 383.1 5,933 7,192 21,586 25,774 5,537 6,759 | Omaha Daily Journal- 
Missouri Rura‘ist ..... 38.0 29.7 136.0 142.6 28,844 30.163 105,685 106,053 24,289 26,095 | . Stockman see seees 25.1 80.3 129.9 142.7 63,315 64,403 276,324 303,637 80,653 45,813 
Montana Farmer ..... 68.5 60.0 228.1 205.2 51,8383 45,586 172,596 155,497 46.248 41,502] St. Louis Daily Live 
Nebrnsha. Vermor 82.3 79.0 316.7 297.9 62,225 59,774 239,354 225,269 52,076 651,685 Stock Reporter 14.2 22.2 77.8 77.4 30,284 47,240 165,682 164,667 18,717 31,217 
New Englanc¢ Total Gr 86.0 104.7 446.0 450.4 182,916 222,528 949,171 958,05 45: 3,3 es 
Fomestead ......... 48.0 47.5 174.6 176.9 33,563 33,246 122,238 123,761 24,285 23,757 Met staded i ra a at — ad or ‘eager ied —— ee Z 
———«_. 60.7 53.8 2344 442.7 46.607 41.307 180015 159°913 41.548 36'301 Yot ine uded in to als. pril linage. Herdamen edition only. This edition also carries all linage am 
a 60.2 54.1 2008 188.7 45.497 40955 151.781 142 642 42°147 37 455 carried in Western Farm Life. “Three issues 1949; two issues 1948. “Five issues 1949: four issues 19428. i. 
Oregon Grange ; mais a hice . 7 
ite 216 19.1 63.3 56.5 23,324 20,790 68,220 61,250 23.324 20.790 Canadian 
Pennsylvania Farmer . 46.6 43.0 210.4 203.3 35,777 32,998 161,450 147,541 29,921 28/206 eC : . -_ 3 . ‘ 92 968 ‘ ‘ as . as 
Prairie Farmer ...... 14.5 14.4 900.0 $01.8 64.313 64,196 318,408 212,418 (44.748 45,388 | Connery Ciulde Tha cee btn face fESO st.008 = 28.206 128,068 114,841 23,586 28,388 
Utah Farmer ........ 41.1 42.1 156.6 155.3 29,920 31,836 114,077 117,517 28,925 29.940| +Family Herald @ UC (tsti‘i‘i‘ OO UO ———— a ee 
Wallaces’ Farmer & la 3 
¢ - Weekly Star: 
lowa Homestead ... 83.9 75.2 323.8 287.9 65,808 58,960 254,033 225,684 60,005 53,110 . orm Editi ‘ ‘ 7 91° . . . ane ane é e . . . 
Washington Farmer .. 59.5 51.8 198.8 187.6 44.981 39,198 150,271 141.914 41,631 35,708| nstern ae 7. «Fe ca, Se evan: wae aus Seite Te Ge 
Western Farm Life... 43:6 46.8 159.8 152.2 44,152 36,705 125.225 119,387 31.310 33,557 | +Parmer's Advocate & ea ES a oe ee ee 
—e Edition .. 18.2 M.8 158.1 166.4 14,251 9,283 123,976 130,526 2,191 1,460 Home Magazine 58.7 48.2 190.9 166.0 41,097 33.740 133.581 116.328 83.438 28.596 
a neeadion ee - - ; ++? —. oe pr if > RR aig rt on@a, than ico 
pe 62.7 58.2 244.6 216.4 49,187 45.609 191.746 169.552 46.336 42,497 + hn Ady md 37.5 43.8 163.3 183.3 26,279 30,668 104,408 128,724 24,665 28,5038 
Total Group ....... 1,297.2 1,182.0 4,931.7 4,860.5 978,094 892,822 3,707,025 3,438,043 849,223 772,377 Farmer ...... a 132.9 120.5 506.1 454.8 149,523 135,527 569,443 511,547 85,028 66,960 
A ‘ a “+Western Producer 71.5 76.6 252.4 250.9 76,521 82,012 271,803 268,603 42,588 38,198 
Bi-Weeklies—April Total Group ...... 604.0 548.6 2,233.8 2,038.8 563,687 513,930 2,082,260 1,896,666 399,863 350,876 
*Arizona Farmer..... 86.5 64.6 65,380 48,888 59.266 47,250 tApril linage. “Four issues 1949; five issues 1948. 


Schenley Names Farr 


John E. Farr has been named 
western division coordinator of 
sales for all brands and selling 
divisions of Schenley Distillers, 
Inc., with headquarters in San 
Francisco. 


Two to Grant & Wadsworth 


Norman A. Strain, formerly with 
C. L. Miller Co., has been appointed 
art director of Grant & Wadsworth, 
New York. William Hoddersen has 
been named art production man- 
ager. 


Kahn Opens Art Studio 


A. Michael Kahn, formerly art 
director in the Lima, Peru, office 
of McCann-Erickson, has opened 
his own commercial art studio at 
617 Montgomery St., San Fran- 
cisco. 


Peter Fox Names Muench 


C. Wendel Muench & Co., Chi- 
cago, has been named to handle 


Co., Chicago, processor and mar- 
keter of butter, eggs, veal and fresh 
and frozen poultry. 


the advertising of Peter Fox Sons| 


Brentwood Ad Has 
Father's Day Twist 


PHILADELPHIA—A copy approach 
used last winter by Cluett, Pea- 
body & Co. for Arrow shirts, sport 
shirts, ties, etc., will be used by 
Brentwood Sportswear in a forth- 
coming Father’s Day ad. In the 
| June 6 Life, Brentwood’s ap- 
proach in its copy will be to 
give father an opportunity to 
choose his own gifts, instead of 
leaving the choice up to the fam- 
ily. 

To make this possible, Brent- 
wood’s full-color ad will include in 
one corner a check list for the 
Brentwood items shown on that 
page. Copy then urges father to 
check off what he wants and then 
“conveniently” leave the maga- 
zine open to that page in the living 
room where his wife and children 
can take note. 

A follow-up ad will appear in 
the next week’s New Yor Times 
Magazine. Tie-in material from 
the Life ad is also being sent to 
dealers throughout the country. 

Last December, Cluett, Peabody 


used almost exactly the same 
treatment in full-color magazine 
ads. 


J. R. Kupsick Advertising Agen- 
cy, New York, handles the Brent- 
wood advertising. 


Sharp Joins Crowell-Collier 

Ralph Sharp, former analyst for | 
Broadcast Measurement Bureau, | 
New York, has joined the research | 
department of Crowell-Collier | 
Publishing Co., New York. | 


Opens Toronto Branch | 

Coupon Service Corp., New| 
York, premium mailing company, | 
has opened a branch office in| 
Toronto at 372 Richmond St. West. | 


Ad Managers Elect Lyons 
James E. Lyons, advertising di- | 
rector of the Santa Ana Register, | 
has been elected president of the 
California Advertising Managers 


Association. 
Mitchell J. 
Star-News, 


Anthony, 


Vice-presidents 


and Mort 


are: 
Pasadena 


Hemet News. Larry Greene, River- 
side Press and Enterprise, has been 
Kersner, | reelected secretary-treasurer. 


= 


BUFFALO EVENING NEWS 


EDWARD H. BUTLER, Editor and Publisher 
“Western New York’s Great Newspaper” 
KELLY-SMITH CO., National Representatives 
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The most important magazine in a most important magazine field 


Consistently, month after month, Popular 
Mechanics stands at the head of its class in 
advertising linage—clear proof of the remarkable 
responsiveness of Popular Mechanics readers. 


Other Popular Mechanics firsts: circulation, 
advertising revenue, pages of editorial content, cir- 
culation guarantee. And Popular Mechanics is the 


To sell anything MEN buy... 


original in its field (1902)— inventor of the editorial 
formula which attracts and holds the most recep- 
tive kind of male mind. 


* * * 


It pays to put Popular Mechanics on your schedule. Your 


advertising gets more readers per thousand circulation in 
Popular Mechanics because our readers —having the “P.M. 
Mind" —read ads deliberately. 
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A‘vertising Age, May 23, 1949 


PHOTOGRAPHIC REVIEW OF THE WEEK 


PLEASANT WORK—When Elon Borton, president of Advertising Federation of America, 

visited the 4th District convention in Tampa, Fla., he was busy talking with the 

ladies who have started their own advertising club because the local ad club down 

there was reluctant to have members of the fair sex in the club. Surrounding Mr. 

Borton, left to right are: Beth McNeely, president, St. Petersburg Advertising Club 

for Women; Emily Nelson, Florida Power Corp.; Betty Sweet, originator of the club; 
Mr. Borton, and Mildred Osborne, St. Petersburg Times. 


aon 


CANADA ORY 


A Sul ee 


SUPER CIRCUS—Canada Dry, which sponsors half of the ABC variety show featuring 

outstanding big top acts, backs the program with point-of-sale displays, including 

counter cards, bottle tops and bottle collars, the latter carrying the local station 
call letters. J. M. Mathes, Inc., is the agency. 


SHE’S AD-TOMIC—“Miss Ad-Tomic,” se- 
lected by the Art Directors Club of De- 
troit in a beauty contest among adver- 
tising agency employes, looks over some 
of the art work displayed by Campbell- 
Ewald Co. in the first annual Exhibition 
of Advertising Art. At the left is Halsey 
Davidson, vice-president and art di- 
rector of Campbell-Ewald. “Miss Ad- 
Tomic’’ is Janet Lewis, also with C-E. 


NEW JOHNNIE WALKER—This new 
Johnnie Walker statuette, made from a 
master carving by noted sculptress Margit 
Nilsen, is being distributed by Canada 
Dry to adorn the back bars of hotels, 
clubs and package stores. Molded in 
latex rubber, it stands 14” high and is 
hand painted in six colors. J. M. Mathes, 
Inc., New York, is the agency. 


REALISTIC—Newly installed in the San Francisco offices concealed in the ceiling is an FM receiving set, latest de- 


of ‘ielder, Sorensen & Davis, transit advertising company, velopment in 


transit advertising. Left to right, the “pas- 


's this entrance lobby that duplicates the inside of a  sengers’” are Harrison Davis; J. R. Fox, media director, 


Mocern transit vehicle. Car card racks contain current de- McCann-Erickson; 


E. B. Sorensen; Milton P. Ghee, national 


tig':, iMuminated by concealed lights in the ceiling; also sales division; William F. Fielder and William J. Curley. 


; 


THE MISSES RHEINGOLD—The present Miss Rheingold and three predecessors were 

guests at the Waldorf-Astoria, when Liebmann Breweries and its agency, Foote, Cone 

& Belding, were nominating hopefuls for the 1950 honor. Left to right are: Pat 

Quinlan; Sonia Gover; Rita Daigle; Pat McElroy, the current beauty; Phillip Liebmann, 

v. p. and ad director of the brewery (with glasses), and Emerson Foote, president, 
Foote, Cone & Belding. 


HE‘LL DO—Happy Felton, standing, star of “Guess Who,” rates approval from 

an interested foursome on the eve of the show’s TV debut on WNBT, New York, under 

the sponsorship of Sheffield Farms Co., which formerly carried it on WOR, New 

York. Onlookers (I. to r.): Thomas B. McFadden, manager, WNBT: Frank Bowes, NBC 

account executive; William McFarland, account executive, N. W. Ayer & Son, and 
Edwin Funk, advertising and sales promotion manager, Sheffield. 
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Meat Mr. and Mrs, Tavella 


Mr, Tavella works on the fon omembly 
line in the Bridgeport, U.S.A. tactery of 
the General Electric Co. Mrs. Tovella 
maintains thei fine new home built from 
their sovings. Both helped in the con- 
struction and painting of this thoroughly 
modern howse...0n sight hour doy and 


standord of the world. ea 
ssc) <cocnknel ' 
Daciied Me. Taveila at work on the obectric hat gusemialy line in the General Electrc tactory Brdgepert Conn. U.$ a 


OUR WAY—This copy, sponsored in Life International by General Electric Inter- 
national, typifies the approach urged by the Advertising Council to U. S. advertisers 
overseas. GE! was the first company to use the approach, and others are expected 


to follow suit. Grant Advertising is the agency for GEl. 
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NEW ENGLAND DAIRY PROJECT WINS 


HIGH FARM MARKET READERSHIP 


in 1948, eighteen hundred New England dairymen participated 
in the Green Pasture Contest—a program designed to aid them in 
producing better pasturage and roughage as feed. The 1949 con- 
test is expected to attract an even greater number. 

The Homestead’s coverage of this contest com- 
mands top reader interest because dairying is 
New England's chief farming activity, bringing its 
dairymen a combined annual income of more 
than $200,000,000. . 

When you have a sales message for this rich 
market, select the one farm paper New England 
dairymen depend on for complete information on 
local projects. 
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Supermarketers 
Aim at Solving 
Profit Problems 


Chicago Meet Stresses 
Building Customers, 
Getting Larger Returns 


Cuicaco—The 5,500 supermar- 
ket operators who jammed the 12th 
annual convention of the Super 
Market Institute here May 9-12 
came on business. Judging from 
the reaction tc some down-to-earth 
speeches, with case histories and 
specific answers to specific prob- 
lems, they got what they came for. 

Their most pressing problem, 
discussed in the sessions, around 
the luncheon tables and in smoke- 
filled hotel rooms, appeared to be 
one of building a profitable, loyal 
Pcustomer following. 


Close behind were problems of 
rising costs, lower markups, finan- 
cing of expansion programs, get- 
ting greater returns from increased 
advertising budgets, better inven- 
tory control, the necessity for more 
refrigeration equipment, and cut- 
ting costs of new self-service meat 
departments. 


s Total sales of all supers last 
year reached a total of almost $9.5 
billion—about one-fourth to one- 
third of the nation’s entire grocery 
bill. 

The large volume, however, has 
not alleviated the squeeze result- 
ing from a falling price level, 
lower markups, rapidly rising 
costs, and the resulting lower prof- 
its. Since customer traffic is high, 
several suggestions were made for 
increasing each customer purchase, 
and the members appeared ready 
to try almost anything. 

The key to many of the difficul- 
ties faced by the supers in the 
coming period is the postwar re- 
turn of weekend shopping. When 
about half of all sales are made on 
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2,000,000 OUT-OF-STATE VACATIONISTS 
WILL SPEND $§154,000,000 
tn the Nations Roof Carden 


Colorado's summer market offers you 2,000,000 additional people in a gay, spending mood 
who will buy $154,000,000 worth of goods and services while they're enjoying "the nation's 


roof garden.” 


Gasoline and oil, tires and auto accessories, cameras and film, rail and airline tickets, outdoor 
clothing and equipment, cigars and cigarettes, hard and soft drinks, aspirin and sun tan 
lotion, soap and cosmetics are just a few of the products for which a large part of this 


$154,000,000 will be spent. 


You'll want your share of this $154,000,000 of extra summer sales. It's worth getting. That's 
why it's good business to increase your summer advertising in the most widely read selling 
medium in the Rocky Mountain Empire . . . THE DENVER POST. 


THE DENVER POST 


CIRCULATION 


Daily ..221,446 
Sunday ..352,951 
Roto, Comics, Roto Magazine 384,042 


A.B C. Publisher's Statement, 
March 31, 1949 


REPRESENTED NATIONALLY BY 
MOLONEY, REGAN & SCHMITT, INC. 


PALMER MOVT. EDITOR ond PUBLISHER 
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Friday and Saturday, it obviov ;\, 
is an uphill fight to achieve ma xi. 
mum efficiency—especially w).ep 
operators continue to concent) ate 
a large portion of their advertis ng 
in the latter portion of the we ek 


ws There were indications, h: w- 
ever, that the supermarketers ir 
becoming increasingly aware o{ 
this weekend bottleneck. Whet je; 
they eventually will shift the bulk 
of their advertising appropria io 
to earlier days in the week, to lk: ve! 
out the traffic, remains to be sven 
Sidney R. Rabb, retiring SM) 
president, and board chairman o{ 
Stop & Shop, Boston, said future 
SMI plans, include the establish. 
ment of a permanent SMI office iy 
Chicago, increased activity of the 
joint SMI-Grocery Manufacturer; 
of America standing committee. 
broadening of the trade practices 
committee functions, and a possi- 
ble meeting with labor union chief; 
to find ways to increase efficiency 
and thus lower distribution costs 

G. L. Clements, vice-president 
of Jewel Food Stores, Chicago, as- 
serted: “While right prices and 
quality merchandise are necessary 
requirements, we need to develop 
in addition an understanding of 
the psychological forces motiva- 
ting customers.” 


= Donald M. Kerr, director of food 
merchandising, The Saturday Eve- 
ning Post, reported on the results 
of 16,000 interviews at the cash 
register and 4,000 follow-up in- 
terviews in the home, which indi- 
cate that supers are not selling 
each customer as much as they 
could in all three major depart- 
ments—groceries, meats and prod- 
uce. 

Women shopping alone, he said, 
account for almost half of the 
sales and paid 44% of the mone 
rung up in the cash registers, with 
an average purchase of $4.01. Men 
shopping alone, Mr. Kerr asserted, 
are far more important than is 
generally realized. 

They account for 24% of the 
transactions, 19% of the dollar 
volume, and have an average pur- 
chase of $3.65. In addition, a man 


count for 16% of the transactions 
and spend 24% of the money, with 
an average check of $6.98. 

Allen B. Sikes, Bureau of Ad- 
vertising, American Newspaper 
Publishers Association, suggested 
that retailers might run a 1,600- 
1,999-line ad late in the week and 
the approximately 600 lines saved 
by not running a full page at that 
time could be used earlier in the 
week, thus increasing total reader- 
ship. 


a C. E. Hooper of Hooperating 
fame told the grocers to take a cue 
from food manufacturer advel- 
tising. “Manufacturers,” he sai, 
“concentrate radio advertising 0! 
selected top products. Retail sro 
ers should concentrate radio ac 
vertising on selected top depar'- 
ments.” 

Thomas P. McMahon and ‘ie’; 
bert A. Morse of Federal Acvel 
tising Agency told the group flat!) 
“Retail food advertising has le <s¢ 
behind food merchandising as it ® 
represented by modern super 124! 
kets today,” primarily be: 
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JANUS-TYPE—A tremendous readership 
is reported by Hubell Advertising Agency 
for this right-hand page, 1,000-line ad 
in Cleveland newspapers May 11—in 
combination with a left-hand ad behind 
it. The bullseye of red, held up to 
a light, turned out to be a tomato. Cleve- 
land Hothouse Vegetage Growers Co- 
operative Association was the advertiser. 


operators don’t understand what 
advertising is supposed to do for 
them. 

In a slide presentation, they dis- 
cussed ways and means of using 
the SMI mat service to build traf- 
fic, build customers and build the 
institution. 


s “If I Were a Grocery Manufac- 
turer,” the intriguing title of a 
talk by William H. Albers, presi- 
dent of Albers Super Markets, 
Cincinnati, made a big hit with 
the operators. 

Mr. Albers said that if he were 
a grocery menufacturer, he would 
first insist that his products be 
priced so that supermarket opera- 
tors could live on the gross profit, 
and would then instruct the com- 


As a user of Words 
You will be thrilled 


By the Words of .... 


A MAN WHO MADE A FORTUNE 
WITH WORDS, NAMES AND MEN 


as he tells you of his business experi- 
ences in that interesting book “Teacher 
of Business.” 


This man who built one of America’s 
most successful business publishing 
properties — The McGraw-Hill Publish- 
ing Company—is none other than 


James H. McGraw. 
The size of this book is 6% x 9%4— 


lt is bound in a beautiful green simu- 
lated leather with title and sub title 
printed in gold ink on the front cover. 
An autographed photograph of Mr. 
M Graw worth framing is reproduced 
on a front inside page. This book will 
mike a useful, permanent addition to 
your business and home library. 


$100 


per copy 
A \vertising Publications, Ine. 
l\) E. Ohio St. Chicago 11, II. 
F .L IN AND MAIL THIS COUPON 

TODAY 

‘ vertising Publications, Inc. 
I +, 922 
! | E. Ohio St., Chicago 11, Ill. 
' »«tlemen: 
! ase send me....copies of “Teacher 
© Business”. Enclosed is $.......... 
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pany salesmen to keep out of dis- 
cussions with operators on the sub- 
ject of retail prices. 

To make sure that his products 
were not reported out of stock, 
Mr. Albers said that he would 
guarantee dealer stocks against 
price declines. Such a guarantee, 
he said, would cost the food manu- 
facturer no more than the ware- 
house costs he incurs when re- 
tailers reduce their quantity pur- 
chases to protect themselves 
against inventory losses. 


e “If I were a grocery manu- 
facturer,” he continued, “I would 
realize that it is not enough for me 
to have a good product or to ad- 
vertise. I must also have the good 
will and cooperation of the oper- 
ator for the most effective results. 
The operator has grown up and he 
has learned to figure things out. 
He has learned that he can get 
along, if necessary, without one, 


two or ten items, and still operate 
successfully.” 

He further declared that he 
would recognize the benefits of 
co-op advertising. “Among other 
things,” he said, “I would carefully 
check with SMI members to find 
out what point-of-sale materials, 
such as placards, posters, window 
signs, etc., are practical and can 
be used. Too much costly adver- 
tising material goes unused be- 
cause operators cannot take ad- 
vantage of it due to wrong size, 
shape or color.” 


es Mr. Albers said that he would 
make it interesting and profitable 
for supermarkets on all coupon, 
combination or free deals. “I would 
make payments on coupons on a 
fair basis, giving 2¢ to supermar- 
kets and chains, because they per- 
form both wholesale and retail 
functions, when my company gives 
1¢ to wholesalers and another cent 


to retailers for their handling.” 

He said that he would advise 
distributors in advance of a pro- 
motion deal so that their stock will 
be down to normal. “I would give 
an extra margin of profit in the 
deal sufficient tc reimburse the 
distributor for the extra cost of 
handling the deal package, so that 
he will be as well-off profit-wise, 
in dollars, by selling the deal, as 
he would have been had he sold 
two individual packages. 

“In reality,” he added, “there 
is no other alternative for the 
operator, since he must wait for 
his profit on repeat business until 
the customer has had a chance to 
use up the special deal merchan- 
dise, on which she usually over- 
loads herself. In my giveaway in- 
ducements, or ‘free goods’ deals, 
I weuld confine myself to using 
merchandise or premiums not or- 
dinarily handled in supermarkets.” 


Form New Louisville Agency 


Carl Camenisch, formerly agri- 
cultural director and account ex- 
ecutive of Farson & Huff Adver- 
tising Agency, Louisville, and Al- 
bert B. Sawyer III, formerly with 
Farson & Huff Advertising Agency, 
M. R. Kopmeyer Co. and Young 
& Rubicam, have formed their own 
advertising agency, Camenisch & 
Sawyer Advertising, Inc., with of- 
fices at 1405 Heyburn building, 
Louisville. The new agency will 
specialize in agricultural and in- 
dustrial accounts. 


Standard Gravure Names 3 


Edwin S. Keller, sales manager 
of Standard Gravure Corp., Louis- 
ville, has been named vice-presi- 
dent and operating manager. Mel- 
zar Lowe, assistant production 
manager, has been appointed as- 
sistant manager and Galt Miller, 
formerly on the advertising staff 
of the Louisville Courier-Journal 
and Times, has been named to the 
sales staff. 


FAMOUS COVER GIRLS 
Peategrapnes by Benedict Frenkel 


Dark-eyed Pat Donovan, vivacious and 
sailihias has created a Celtic sensation among photographers 
since her debut as a model just three years ago. Pat's almost un- 
believable vitality keeps her on the jump between modeling, bal- 
let, dramatic studies and video shows. This year she will appear 
with a summer stock group. Her major ambition is a career in 
movies. Pat's piquant features have appeared on the covers of 
CuHarM, GLAMOUR and VoGUuE, 


FAMOUS COVER PAPERS 
made by The Beckett Paper Company 


Color that catches the eye, texture that is 
pleasing to the touch, quality that assures long wear—these are the 
ingredients that make Buckeye and Beckett Covers the first choice 
of admen and printers everywhere. 14 colors, 9 finishes, to choose 
from in the Buckeye line; 11 colors, 9 finishes, in the lower-priced 


but attractive Beckett line. Samples on request. 


BECKETT 
PAPER 
COMPANY 


IF YOU WANT YOUR CATALOGUE OR 
BOOKLET TO BE READ FROM COVER TO COVER 
— he tute Thid 2 con / 


THE 


HAMILTON 
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GREEN 


an eye-catching 
color in the 
Buckeye line. 
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To McCann-Erickson 


Singer Sewing Machine Co. of 
Puerto Rico has appointed the San 
Juan office of McCann-Erickson 
to handle its advertising in Puerto 
Rice and the Virgin Islands. 


Simmons to Gordon-Allison 

W. J. Simmons, formerly pro- 
duction manager of Lowe & Ste- 
vens, has been named an account 
executive of Gordon-Allison & Co., 
Atlanta. 


Maguire Joins Shannon 

Paul A. Maguire, formerly with 
Moloney, Regan & Schmitt, New 
York, has joined Shannon & Asso- 
ciates, New York, publishers’ rep- 
resentative. 


Post Exchange Quiz May Turn 
Heat on Cut Price Supplies 


WaASHINGTON—The House armed 
services subcommittee’s investiga- 
tion of post exchanges, opening 
May 25, is advance-billed as a 
“lulu.” According to retail trade 
association officials who are push- 
ing it, the investigation will leave 


id 


for quality 


N C. photo engraving ; 


SOUTH CLARK STREET * CHICAGO + WA-2-6284 


By STANLEY E. COHEN, Washington Editor. 


many makers of brand name ap- 
pliances, jewelry, clothing and 
other items in a real “fix’’ with 
regular retailers. 

During the war, retail groups 
buried their uneasiness about the 
volume of merchandise moving at 
cut prices through post exchanges. 
Now, retail sales are in a slump; 
association executives claim the 
volume of brand name merchan- 
dising moving at cut prices through 
post exchanges will “shock” the 
retailing world. 

Retailers claim post exchanges 
deal with “unauthorized” persons; 
handle all kinds of merchandise 
they have no business handling 
and escape ordinary excise and 


sales taxes. Their object: re- 


vival of a law originated in 1926 
which limits post exchanges to 
items “of personal necessity and 
convenience.” 

Total post exchange and ship 
store sales are $680,000,000, but it 
is up to trade groups to show there 
is substantial damage to local bus- 
iness men. Exchanges have no dif- 
ficulty justifying a heavy percent- 
age of their income from overseas 
and shipboard sales; soda pep, 
tooth paste, bowling alleys and 
movie tickets 

The controversial point: How 
much is diverted from normal 
trade channels? 

gee 


The battle to keep chemical 
emulsifiers out of bread and baked 
goods takes on the trappings of 
the historic butter vs. margarine 
debate. Dairy groups have asked 
Food and Drug Administration for 
white bread “standards” which bar 
emulsifiers as partial substitutes 
for fats and oils formerly used. 
Their stand is echoed by Rep. 
Frank Keefe (R., Wis.) who says 


7) ASSISTANT 
7] SPACE BUYER 


But one thing he never forgets is that 
"Solid Cincinnati reads The Cincinnati Enquirer’”’ 


OTHER UNFORGETTABLE FACTS: 


@ The Cincinnati Enquirer has the largest circulation of any 
Cincinnati newspaper, daily and Sunday. 


@ The Cincinnati Enquirer has the lowest 
Cincinnati. 


milline rate in 


@ The Cincinnati Enquirer carries more advertising linage 


than any other Cincinnati newspaper. 


Represented by Moloney, Regan and Schmitt, Inc. 
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emulsifiers may not be “safe” aiid 
that, in any event, they reduce t ie 
food value of bread. Atlas Pow >» 
Co. and other makers of emul: i- 
fiers say the products are co: - 
pletely safe. They see no conf! ct 
with dairy interests; they say that 
emulsifiers are made from f:ts 
and oils, and are actually a nw 
industrial market for products of 
the farm. 
ges 


Sometimes Congressmen hive 
a lot of sales resistance. Take Son 
Russell Long (D., La.), who hecord 
direct mail users say 2¢ postige 
would be too costly for businesses 
which count on returns of only 
three per thousand. “If they in- 
terest so few people,” he com- 
mented, “maybe it would be a ser- 
vice to drive them out of the mail 
They are probably a nuisance to 
the other 997.” 

One truly novel idea for paring 
down the huge postal deficit came 
from James M. Mosely, chairman 
of the postal committee of the Na- 
tional Association of Mailing List 
Brokers. He suggested that the 
Post Office might build its “sales” 
by $100,000,000 if it hired a sales 
manager and worked up point-of- 
purchase and direct mail promo- 
tions for its services. 

aa 


Federal Trade Commission, hav- 
ing been burned once, is taking no 
chances with its trade practice 
conference for the candy manu- 
facturing industry. For better than 
two years now, the commission 
has held up a raft of demonstrator 
cases against cosmetic firms in the 
hope that the industry would agree 
on trade practice rules which 
would make litigation unnecessary 
Agreement is still far off. 

Announcing a trade practice 
conference for candy manufac- 
turers last week, the commission 
stated flatly that it is not holding 
up Robinson-Patman Act cases 
which are pending against candy 
industry members. The cases, 
charging discriminatory advertis- 
ing allowances and discounts, in- 
volve about two dozen “top” firms 

see 

Congress doesn’t love Truman in 
May the way it did in January. 
Bad generalship and changed bus- 
iness conditions make the differ- 
ence. Congress senses that the 
golden goose may be dying; the 
“economy block” has_ gathered 
strength in its fight to keep spend- 
ing down. 

Truman programs for housing, 
medical research, conservation and 
education still stand a good chance. 
Health insurance and broader so- 
cial security and minimum wage 
coverage are on the shelf. Ration- 
ing, price controls and even volun- 
tary allocations are “dead’’; con- 
sumer credit controls appear 
doomed. 

The president may even have 
trouble raising the minimum wage 
from the 40¢ an hour established 
over a decade ago. House Repu)li- 
cans and southerners say “this 1s 
no time to rock the boat.” Orgin- 
ized labor doesn’t care; it is a- 
ready getting considerably more 
than the proposed 75¢. 

gee 

Federal Trade reported Sun ‘a) 
that net income after profits for 
manufacturing firms totaled 51! 
billion in 1948, a 14% increase « er 
1947. Large firms—those_ \ ith 
more than $100,000,000 asse »— 
registered a 16.8% rate of p: ‘fi 
compared with 13.3% in ! #7 


Profits for small firms, wu ‘er 
$250,000 assets, dropped { o™ 
14.4% to 9%. In general, pro ‘c- 
ers’ goods industries regist °e¢ 


higher profits; consumer goods ‘"- 
dustries showed declines. 


Walter Appoints Waters 

A. A. Walter & Co., Albany N 
Y., maker of Blue Ribbon po +t° 
chips, has appointed Norman D 
Waters & Associates, New Y: *«: 
to handle its advertising. 
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Would you like te know why 
hue pre ms like une that mother 
oneght hake * 


Wrus TEL Yor 


SAME THING—A business pie is just like 
co berry pie, Aluminum Co. of America 
points out in this large-space newspaper 
od, because “the more we all put into 
it, the bigger it gets.” The ad includes 
not only a pie chart, but, in the lower 
right-hand corner, a complete recipe for 
berry pie. 


AFA Meeting to 
Name 10 for New 
Hall of Ad Fame 


New YorK—Announcement of 
the first ten “all-time advertising 
greats” who will get premier po- 
sitions in the new Advertising Hall 
of Fame to be set up in the quar- 
ters of the Advertising Club of 
New York will be a feature of the 
45th annual convention of the Ad- 
vertising Federation of America, 
to be held at the Rice Hotel, Hous- 
ton, Tex., May 29-June 1. 

The AFA meeting will also fea- 
ture three other award announce- 
ments: The winner of top national 
honors in the high school essay 
contest, who will be present in 
person; the announcement of the 
“advertising woman of the year”; 
and the announcement of club 
achievement awards to member 
adclubs. 


s Speakers at the various sessions 
will include Marion Harper Jr., 
president of McCann-Erickson; 
Mary McClung, New York Post 
Home News; Fairfax M. Cone, 
Foote, Cone & Belding; Dr. George 
S. Benson, president, Harding Col- 
lege; Don Francisco, vice-presi- 
dent, J. Walter Thompson Co.; 
jurr L. Robbins, executive vice- 
president, General Outdoor Adver- 
tising Co.; Henry G. Little, exec- 
utive vice-president, Campbell- 
Ewald Co.; C. D. Jackson, pub- 
lisher, Fortune; Ralph Smith, ex- 
ecutive vice-president, Duane 
Jones Co.; J. W. Egan, advertis- 
ing director, Toledo Blade; George 
Moskovics, manager of sales de- 
vlopment, Columbia Television 
N\-twork; Frederic Schneller, mer- 
c\andising manager, Lever Bros. 
Co., and a host of others. 

The meeting is the AFA’s first 
ntional convention in Houston 
‘e 1925, and the Houston club 
laid plans to set a new high 
entertainment, including a din- 
-dance at the much-publicized 
v Shamrock Hotel. 


— —~ mom op 


| LTV, KFI Appoints Two 

‘irginia Maley, formerly so- 
ty editor of the Courier, Evans- 
e, Ind., and editor of College, 
; joined the publicity and pro- 
tion department of KFI-TV and 
I, Los Angeles. Allan F. Bruce, 
merly on the art staff of J. W. 
leston Advertising Agency, has 
n added to KFI-TV’s art de- 
tment. 


uber Joins Neil Agency 
‘harles Lauber, formerly with 
rdon Smith Advertising Service, 
kima, Wash., has joined Pen- 
* Neil Advertising Agency, 
alttie. 


Newspaper Personnel 
Organization Formed 


HARTFORD—Thomas R. Barrett 
of the personnel department of 
the Hartford Courant has been 
appointed to the executive com- 
mittee of the Newspaper Per- 
sonnel Relations Association, a 
newly-formed national organiza- 
tion. Other executive committee 
members are Stewart Hooker, 
Philadelphia Inquirer; Robert H. 
Spahn, Oklahoma Publishing Co., 
and Paul Beli, Los Angeles Times. 

Chester Clark of the American 
Newspaper Publishers Associa- 
tion, with which the new group 
is affiliated, has been elected sec- 
retary. 

According to Mr. Barrett, the 
new organization has been set up 
by about 40 newspapers to serve 
as a clearing house for informa- 
tion about personnel work. Per- 


sonnel departments in newspa- 
pers, he said, constitute a rela- 
tively new development, with no 
such departments in operation 
longer than 10 or 12 years. 

The new organization, he added, 
will try to develop tests and other 
methods of determining quali- 
fications of applicants for all 
fields of newspaper work and 
ways of training new employes. 


Issues Documentary Movie 
The Institute of Life Insurance, 
New York, will hold a premiere 
June 7 in Oneida, N. Y., of a 
documentary picture called “For 
Some Must Watch.” It is a 28-min- 
ute film on the life of Jack Sutton, 
an Oneida insurance agent. The 
picture was filmed by Interna- 
tional Film Foundation. It is the 
fourth picture sponsored by the 
institute, and like its predecessors 
will be available in 16 and 35 mm. 
for distribution to churches, in- 
surance associations and schools. 


Compton Adds 2 Executives 


George Chatfiel, former vice- 
president and account executive 
of Kenyon & Eckhardt, New York, 
and Donald J. Finlayson, former 
general sales manager of Lehn & 
Fink Products Corp., New York, 
have joined Compton, Inc., New 
York, in executive capacities. 


SIGHS OF LONG LIFE 


FOR QUANTITY BUYERS 


THE ARTKRAFT* SIGN CO. 


Division 


Artkroft® M on 


900 Kibby Sr. lime, p mag U.S.A. 


*Trademeres fog US for OF 


COMPANY — 


Tell us about yours 


offer and we wilh: 
recommend suite 
able lists: Sate 


HOW DO THEY EXPECT 
ANYONE TO READ 
MAILINGS AS BLURRY AS THIS? 


Are you satisfied that your 
mimeographed mailings are clear, 
sharp, easy-to-read ? 

Your prospects won't bother 
to read through them if they're 
blurry, fuzzy, messy —as so many 
bulletins are. 

Hammermill Mimeo - Bond 
»wroduces more than 5,000 clear, 
legible copies from a single stencil, 
when you want that many. 

And this paper comes in white 
and six distinctive colors. You 
can put your message on a *“char- 
acteristic” color that will be iden- 
tifted at once as coming from you. 

We'd like to send you—free— 
the 106-sheet trial packet of 
Hammermill Mimeo- Bond. Test 
it for yourself. Compare it with 
the paper you now use. With the 
packet we ll include the Hammer- 
mill idea- book, “Better Stencil 
Copies,” that tells you how to 
get better results from your sten- 
cil duplicating equipment. 


Just send the coupon now...test 


Hammermill Mimeo-Bond for yourself TaaMMERW — 

eum |/ For the 
Guild of Printers, call Western Union by num- 
ber and ask for “Operator 25.“ 


of a member of the Hammermill 


a 


MIME O-BOND 


Name ae 7 


Position __ 
(Please attach to, or write on, your business isstevthend) 


4 
etiedides gd 
lien dien 
Sa ae eee ee oe See 


Hammermill Paper Company, 
1459 East Lake Road, Erie, Pennsylvania 


Please send me — FREE — the 100-sheet packet of Hammermill Mimeo- 
Bond and a copy of “Better Stencil Copies.” 
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ABC Gets Gossipy 
with Mrs. America 
in Chit Chat Column 


New Yore—American Broad- 
casting Co. will spend $100,000 on 
back fence talk to Mrs. House- 
wife during the next year. 

ABC’s chit chat column, titled 
“Have You Heard,” will start in 
July issues of the 12 magazines of 
Dell, Fawcett and Macfadden’s 
women’s groups. It will be by- 
lined by “Joan Lansing.” 

American’s director of adver- 
tising and promotion, Ted Ober- 
felder, wrote the first column, 
which is devoted mostly to Ster- 


ling Drug’s “Bride & Groom” and 
General Mills’ “Betty Crocker.” 
Brief mention is made of “Break- 
fast Club” (Philco, Swift and Gen- 
eral Mills), General Electric’s 
“House Party” and Kay Kyser’s 
“College of Fun.” 

Listening times are given, but 
no mention is made of ABC. 

“We wanted to make a test to 
see if we can arouse sufficient in- 
terest in a program to get the peo- 
ple to look for it and find it,” Mr. 
Oberfelder explained. 

Only daytime programs will be 
promoted in this campaign, which 
is explicitly planned to reach wo- 
men readers. The magazine list 
was decided upon after a study 
by the network’s research depart- 


from 
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Nothing pushes a girl into The endl °C 20) eeboats 
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ment to determine what sort of 
magazines were most likely to 
reach the mass audience which 
listens to daytime radio. 

The copy is placed direct. 


Joins Heating Publishers 

Lee Steedle, formerly with Muir 
& Co., New York agency, has 
joined the advertising staff of 
Heating Publishers, Inc., New 
York. He will represent Fueloil & 
Oil Heat, Beacon Boiler Reference 
Book and Fueloil & Oil Heat Buy- 
ers Guide & Industry Directory in 
the New England and middle At- 
lantic states. 


Walker to Rhoades & Davis 

Harold M. Walker, formerly 
creative director in the Seattle of- 
fice of Ruthrauff & Ryan, has been 
appointed general manager of 
Rhoades & Davis, San Francisco 
agency. 


To Elliott, Daly & Schnitzer 

Metropolitan Studios, Oakland, 
has appointed the Oakland office 
of Elliott, Daly & Schnitzer to han- 
dle its advertising. 


ie 


THE most needed element in tele- 
vision film production is the re- 
ponsibility of the producer. 

That's why Video Varieties puts 
such emphasis on responsibility. 
We have made sure that there is 
adequate experience, enough 
trained manpower, sufficient cap- 
ital, and the modern facilities 
necessary to provide undivided 
responsibility for every detail of 
any film you may require, from 
script to finished print. 

That's why we have directors, 
script writers, set-designers and 
constructors, cameramen, sound 


RESPONSIBILITY 1S 
HERE IN TV FILMS 


Video Varieties it’s Undivided 
from script to finished print 


and studio technicians, and edi- 
tors on our own payroll. 

That's why we own and operate 
17-year old West Coast Sound 
Studios with its experienced man- 
power and complete facilities. 

From this background, we so- 
licit your inquiry regarding any 
film production you may have in 
mind. Our executive and sales 
offices are at 4] East 50th St., 
and our studios at 510 West 
57th St., New York. Please phone 
MUrray Hill 8-1162, write, wire or 
call in person. 


VIDEO VARIETIES CORPORATION 


41 EAST 50TH STREET, NEW YORK 22, NEW YORK 


RESPONSIBILITY MEANS 


BETTER FILMS 


On Estimates and Schedules 


On Script and Casting.......... Vv | 
On Set Design and Construction. ../ \/ 


On Direction and Supervision. .. 


VV ! 
VV 


On Editing and Print Delivery. . 


V V DOUBLE CHECKS 
RESPONSIBILITY 


SYMBOL OF 


Vy 
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APRIL SALES OF CHAIN STORES 


om April 


1949 1948 
Food Chains 
EE <4 etn ss codeenn $ 12,824,800 $ 11,275,093 
"Kroger Co. ....... 63,706,365 63,478,323 
National Tea ...... 21,246,667 20,363,987 
Safeway .......... 86,561,321 92,837,537 
Group Total ..... $184, 339,153 $187,954, 940 
Mail Order 
tSears, Roebuck . . .$194,643,917 $203,959,255 
eens 10,978,434 11,660,456 
tMontgomery Ward. 101,110,261 115,382,431 
Group Total ..... $306,732,612 $331,002,142 
Drug Chains 
ar $ 3,893,967 $ 3,599,800 
Walgreen ......... __ 18,272,449 12,676,814 
Group Total ..... $ 17,166,416 $ 16,278,614 


Variety and Miscellaneous 


tAngerman Co. ....$ 943,061 $ 733,423 
>Beck, A. S. Shoe.. 4,313,736 3,433,816 
Butler Bros. ...... 7,183,605 11,107,181 
’Colonial Stores ... 12,938,913 13,158,615 
Consolidated Retail 

DT: ssbéeta o60 3,357,169 2,969,425 
*Diana Stores Corp. 1,573,607 1,200,408 
Edison Bros. ...... 9,527,198 6,116,807 
Gamble-Skogmo, 

Se Padide senses 10,915,714 13,600,877 
Genet, Was Boss tence 20,484,874 16,960,892 
Grayson-Robinson .. 8,476,246 5,991,625 
CEA, Gis Bios beces 8,676,110 7,007,097 
tInterstate Dept. .. 5,838,041 5,314,095 
OS |S 3,691,000 2,425,000 
Kresge, 8. 8S. ...... 25,723,649 20,612,861 
Lane Bryant, Inc 5,187,238 4,750,028 
TEM cccescorece 13,289,818 9,130,923 
Do ceéeenesce 8,227,282 6,795,596 
*McLellan Stores .. 4,543,515 3,860,545 
Melville Shoe Corp.. 8,012,783 5,553,574 
Murphy, G. C...... 12,716,262 9,321,569 
Neisner Bros. ..... 5,236,140 3,952,025 
Newberry, J. J..... 11,070,775 8,898,067 
Peme, Bs. Gos eo cen 76,295,792 62,342,567 
Shoe Corp. of 

America ........ 4,091,542 2,942,462 
Western Auto ..... 9,285,000 10,377,000 
Woolworth, F. W... 53,215,266 44,317,314 


Group Total 
Combined Total . 


tThree month period. 


17 weeks ending April 30. *Nine months. 


———% Gain-———__ 4m 


ie $334,814,336 $282,873,792 
.$843,052,517 $818,109,488 


*Four weeks and 17 


onths_————_,. % G .in 


or Loss 1949 1948 or L ies 

+13.2 $ 60,428,656 $ 44,962,583 + 2.» 
+ 0.8 254,120,927 246,873,889 4+. 25 
+ 4.3 84,094,426 82,920,595 + 14 
— 6.8 _ 347,596,833 369,241,806 — 5,9 
— 1.9 $ 736,239,842 $ 743,998,413 — jj 
— 4.6 $ 492,496,621 $ 538,427,826 — 4.5 
— 6.8 36,439,312 39,486,880 — 7.7 
—12.4 258,605,608 298,116,867 —13.3 
— 7.3 $ 787,541,541 $ 876,031,073 — 0] 
+ 8.2 $ 15,089,604 $ 14,448,455 + 45 
+ 4.7 52,225,448  —5 1,420,616 +4 14 
+ 5.5 $ 67,315,052 $ 65,864,071 4 22 
+28.6 $ 2,198,810 $ 1,998,252 +410, 
+-25.6 12,673,216 13,008,084 — 24 
—85.3 32,123,349 42,525,067 —24.5 
— 1.6 54,609,748 54,108,582 — 0.9 
413.0 11,087,356 10,808,805 + 26 
+81.1 13,644,042 11,598,631 4.17.6 
+55.7 24,721,864 23,154,130 +. 6.7 
—19.7 37,799,581 44,500,451 —15.0 
+20.7 62,228,606 60,685,041 4 25 
+41.5 24,988,253 20,493,149 +219 
423.8 21,251,822 20,698,970 +. 27 
+ 9.9 14,298,116 14,677,228 — 24 
+52.2 9,441,000 8,771,000 +. 7.7 
+24,8 81,228,675 79,957,036 + 1.6 
+ 9.2 17,547,500 17,578,849 — 0.2 
445.5 29,447,535 26,870,451 +4 9.4 
+21.1 27,729,221 27,225,591 + 1.9 
+17.7 11,410,201 11,399,461 + 0.) 
+44.3 22,069,136 21,832,621 4. 1.) 
436.4 $9,802,111 36,264,471 4. 9.7 
432.5 16,189,714 15,115,443 +. 7.1 
424.4 36,665,451 34,086,432 4. 7.6 
422.4 235,768,271 221,024,691 4. 64 
439.0 10,085,130 9,514,829 + 6.0 
—10.5 31,879,000 34,035,000 — 6.3 
420.1 177,050,318 177,103,670 — 


— 
oo 


+18.4 $1,057,938,026 $1,039,085,730 + 
+ 3.6 $2,649,034,461 $2,724,929,287 — 2.5 


weeks ending April 23. “Four weeks and 


Negro Publishers Set Confab 
June 16-18 in Washington 


The Negro Newspaper Publish- 
ers Association will hold its 10th 
convention June 16-18 in Wash- 
ington, D. C. The Washington 
Afro-American will be the host 
newspaper and all sessions will be 
held at Carver Hall. Carl Murphy, 
president of the Afro-American 
Newspapers, Baltimore, is chair- 
man of the convention program 
committee. 

Simultaneous meetings of the 


Editorial, Circulation and Adver- 
tising Societies will be held on 
June 18. 


F&S&R Transfers Moore 


Kenneth E. Moore, former ac- 
count executive in the New York 
office of Fuller & Smith & Ross, 
since November, 1944, has joined 
the agency’s Cleveland staff to 
serve the newly acquired Sherwin- 
Williams paint account. Prior to 
joining the agency, Mr. Moore was 
inci manager of Flintkote 

oO. 


Nashville Chamber of 
Commerce figures. 


28% OF TENNESSEE'S 
BUYING POWER is 


in the Nashville 
market area. 


Sales tax collections by the 
Tennessee Department of 
Finance and Taxation reveals 
that 28% of the total for the 
year from July 1, 1947 thru 
June 30, 1948 came from 
those 36 middle Tennessee 
counties which comprise the 
Nashville market area! 


Newspaper Printing Corporation, Agent 
represented by the Branham Company 


NAS EN Dbs 


The "MONEY TOWN" of the South — 


Reach this prosperous 
market through two 
great newspapers. 


The Nashville Tennessean 
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RESPONSE—The Institute of Life Insur- 
ance is still receiving letters of commenda- 
tion for this advertisement, which it re- 
ron in March, after its success in 1948. 
It was the subject of many editorials, and 
was used intact by the Canadian counter- 
part of the institute. J. Walter Thompson 
Co. is the agency. 


Response Big to 
Faith Ad Repeat 
by Canada Group 


TOoRONTO—Last week the Can- 
adian advertising business was 
watching the results of a phenom- 
enon imported from the U. S.— 
the “Faith is a Family Affair’ ad- 
vertisement which ran in 234 Can- 
adian weeklies and 89 dailies the 
week of April 11. 

W. W. McCartney, managing di- 
rector, Canadian Weekly News- 
paper Association, told MacLaren 
Advertising Co., the agency for the 
Canadian Life Insurance Officers 
Association, that virtually all the 
newspapers carried editorials and 
stories. Besides, there were letters 
of approval from the United 
Church Conference of Manitoba 
and the Ontario Baptist committee. 

In this regard, the results simply 
paralleled those of the CLIOA’s U. 
S. counterpart, the Institute of Life 
Insurance, which ran the copy the 
week of March 4. 


s The results in Canada stemmed 
from an unusual procedure, using 
copy verbatim which ran in the U. 
S. Canadian copy, sponsored by 
the Canadian Life Insurance Of- 
ficers Association, is usually 
changed from institute copy 

The institute is slightly bemused 
by the reaction that the “faith” 
ad brought in this country. Last 
week the requests for reprints, for 
color reproductions and commend- 
atory letters were still pouring into 
its office. 

They ranged from testimonials 
by clergymen to hasty postcards 
with a scrawled message blessing 
the institute. There were editorials 
from newspapers, excerpts from 
redio commentators, a letter from 
the wife of a federal judge, a plea 
for reprints from a member of 
A'coholics Anonymous, and pages 
from various insurance business 
Pp pers and house organs which 
h d reproduced the ad. 


® The faith ad, which ran in 
° 5 newspapers, was a re-run. 
! originally appeared a year ago, 
8 part of the institute’s family 
ies. But so great was the re- 
mse that the institute and J. 
iter Thompson Co. decided to 
run in 1949. With the current 
ponse, it is likely that it will be 
annual feature of the institute’s 
490,000 advertising campaign. 
t will be the institute’s counter- 
p ct of the New York Sun’s annual 
ublication of the letter which 
ures Virginia that there is a 
ita Claus. 
\s the copy was cleared and 
r ady to be sent to newspapers, 


aa 


Walter E. Schneider, director of 
press relations and advertising for 
the institute, sent along a letter 
soliciting cooperation from news- 
papers carrying the ad, in the 
form of comments which they 
might receive from clergymen and 
other thought leaders in their com- 
munities. The response was stag- 
gering. The institute still has not 
completed counting and classifying 
the letters, and the results are be- 
ing carefully preserved in folders 
—which contain the more out- 
standing letters. 

A preliminary count, Mr. 
Schneider told AA last week, 
shows the association has received 
3,700 letters—600 sent direct to the 
institute. Also, the group has 
copies of more than 40 newspaper 
editorials, and one major church 
group wants to transcribe the copy 
for use on its radio program during 
National Family Week next year. 


Survey Shows Amm-l-Dent 
Sales Lead in Its Field 


Amm-I-Dent led all ammoni- 
ated dentifrices during March both 


in dollar volume and unit sales in 
the second month of its national 
advertising campaign, according to 
an independent survey announced 
by its manufacturer, Block Drug 
Co., Jersey City. 

The study, conducted by Indus- 
trial Surveys through its national 
consumer panel of 5,000 families, 
showed Amm-I-Dent in possession 
of 52% of the market and that the 
product had reached fourth posi- 
tion in volume of sales among 
dentifrices of all types by the end 
of March. 


Lucky Strike Announces 
Benny's Summer Fill-in 


“Your Hit Parade on Parade,” 
up-dated versions of past “Hit Par- 
ade” shows, will be the summer 
replacement for Jack Benny, when 
Columbia’s top comedian goes on 
vacation June 5. Batten, Barton, 
Durstine & Osborn is producing 
the program for American Tobacco 
Co., New York, Mr. Benny’s spon- 
sor. 

Mr. Benny will return to the air 
on Sept. 11. He also is expected 
to begin a regular television series 
in the fall, with Lucky Strike as 
the most likely backer. 


Two Join Lambert Pharmacal 


A. N. LaBelle, former merchan- 
dise manager of the toilet goods 
division of Colgate-Palmolive-Peet 
Co., Jersey City, and George Har- 
grove, former sales manager of the 
Kansas City division, McKesson 
& Robbins, have joined Lambert 
Pharmacal Co., St. Louis. 


THE LETTER SHOP, Inc. 


431 S. Dearborn St., Chicago 5.1 llinois 


Fort Wayne folks 
have more money to spend 


. Leading the State of Indiana in Effective Buy- 
ing Income per Family . . . $6791 . Fort Wayne 
also tops the state in Retail Sales per Family . . 
$4553. . for the year 1948. (Sales Management— 
6-10-49) 


Home Coverage: 99% of City Zone 
plus 43% of Retail Trading Zone ’ 


The News-Sentinel 


Fort Wayne, Indiana 


ALLEN-KLAPP CO. .. NEW YORK .. CHICAGO .. DETROIT ’ 


Better Civilization 


News, Advertising, Keadership 
Devoted to Building a 


ae 
\\ 
\ 


is what you get. 


The fact is that MONITOR readers have 
better than average “‘spendable income”’ 
for the worthwhile things of life. These 
readers show a preference for products 


SPEAKING OF DEPTH OF PENETRATION, HERE IS WHAT ONE ADVERTISER SAYS: 
“We believe that it will be of interest to you to know that we consider your publi- 
cation outstanding and in a class by itself, because of the excellent results we 
have obtained from our advertising expenditure. In almost every mail, we receive 
letters from your subscribers and readers in every state of the Union expressing 
their appreciation of our using your columns for advertising.” 


The CHRISTIAN 


Listen every Tuesday night to 
“THE CHRISTIAN SCIENCE MONITOR VIEWS THE NEWS” 
with Erwin D. Canham, Editor, over the ABC network 


What advertising must have today is 
quick and definite response. The in- 
tangibles are, of course, important too — 
but after the response. When you carry 
out a planned program of advertising in 
THE CHRISTIAN SCIENCE MONITOR, a defi- 
nite sales response plus ‘‘the intangibles”’ 


For Mounting Sales 
You Need 


DEPTH OF 
PENETRATION 


and services they have seen advertised 
in their favorite newspaper. Through 
the pages of the MONITOR, your advertis- 
ing penetrates straight to the buying im- 
pulse of this responsive market. 

When you are bringing out a new 
product, or if you feel that one of your 
present products needs a sales stimulus, 
let us submit to you a tailor-made 
proposal for advertising in the MONITOR. 
—THE CHRISTIAN SCIENCE MONITOR, One, 
Norway Street, Boston 15, Mass. 


Branch Offices 


NEW YORK: 500 Fifth Avenue 
CHICAGO: 333 N. Michigan Avenue 
DETROIT: 3-101 General Motors Building 
KANSAS CITY: 1002 Walnut Street 

SAN FRANCISCO: 625 Market Street 

LOS ANGELES: 650 S. Grand Avenue 
SEATTLE: 824 Skinner Building 

PARIS: 56 Faubourg Saint Honore 


LONDON, W.C. 2: Connaught House, 
163/4 Strand 


GENEVA: 28 Rue du Cendrier 
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Sprague Warner 
Plans to Expand 
Cardinal Stores 


Chicago Grocery Unit 
Boasts 650 Outlets in 
Eight Months’ Operation 


Cuicaco—The Cardinal Food 
Stores, a Chicago area group of 
to- 
gether by Sprague Warner last 


independent grocers linked 


September, have proved such a 
merchandising success that the 
program is due for expansion in 
other midwestern states. 

Because of the highly competitive 
food field, this division of the 
huge Consolidated Grocers Corp. 
isn’t disclosing actual sales fig- 
ures showing results of the vol- 
untary, cooperative program. But 
A. J. Bischman, president of the 
division, told ADVERTISING AGE last 
week that Sprague Warner, well 
pleased with the Cardinal plan to 
date, intends to offer it to gro- 
cers in other sections of Illinois, 
Indiana, Wisconsin, Michigan and 
possibly Iowa. 

Sprague Warner, which has 
been distributing food products 


BRIGGS 


OUTDOOR © 


| ADVERTISING COMPANY | 


CMIGASO 8 eee 


for more than 86 years, provoked 
no surprise when it decided last 
year to help the average neighbor- 
hood grocer do a better selling job 
through a cooperative merchan- 
dising plan. But the speed with 
which it built the retailer group 
into a unit has occasioned surprise 
among the chains and other af- 
filiated groups of independent 
stores. 


# Spadework in the field was con- 
ducted by Sprague Warner’s sales 
organization during August, 1948, 
and the new Cardinal stores 
launched their first sale Sept. 10, 
the week after the Labor Day hol- 
iday when housewives stock up 
summer-depleted pantries. The 
initial program attracted more than 
500 stores less than 30 days after 
introduction of the merchandis- 
ing plan in the Chicago area. 

The Cardinal stores now include 
650 outlets within a 40-mile radius 
of Chicago. The renewal rate 
on contracts is close to 100%, and 
the company carefully screens ap- 
plications for additions to the re- 


STORE DISPLAYS ADS—Two of the series of Cardinal Food store newspaper ads 
are viewed in the window of this model Sprague Warner store by Marvin Mann, 
vice-president, Weiss & Geller, Chicago agency which handles the account; Arthur 
G. Ender, Sprague Warner sales manager; A. J. Bischman, president of Sprague 
Warner; W. H. Reilly, advertising and sales promotion, manager of the food whole- 
saling company, and L. W. Jacobsen, Chicago Tribune general advertising staff. 
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© . antique or modern, 


for the job at... 


= Antique Bold 


a wide, black letter 


dium serfs, 


a regardless the mood, there is a type designed 


tailer group. 

The Sprague Warner program 
offers cooperating grocers the 
power of big-time advertising 
which most of them can’t afford 
alone (a full page in the Chicago 
Tribune weekly, plus color copy 
for holidays and special sales); 
Cardinal decals for store doors and 
windows; price tags; over-wire 
hangers; window posters; back- 
ground sheets on which are pasted 
the current Tribune ads; mimeo- 
graphed bulletins listing products 
to be featured in the weekly sales, 
and offering merchandising hints, 
and individual counsel for each 
store. 


s The entire plan, drawn up by 
W. H. Reilly, advertising and sales 
promotion manager, in coopera- 
tion with the Sprague Warner 
agency, Weiss & Geller, was out- 
lined in a three-color brochure 
and presented to the sales organi- 
zation last August. The salesmen— 
Sprague Warner prefers to call 
them merchandising men—took the 
program out to the regular trade, 
offering contracts for ten-week 


trial periods. 

The brochure pointed up the 
tough chain store competition in 
the metropolitan Chicago area with 
these figures: Chains now get 65% 
of all retail grocery sales in this 
region, while in the remainder of 
the country independents do at 
least 60% of the total business. 

The Cardinal plan, retailers 
were told, gives them (1) full- 
page newspaper ads each week; 
(2) prices “that will help you com- 
pete with chains”; (3) popularity 
“that will make your store the 
best-known independent in your 
neighborhood”; (4) advertising 
“that will introduce you to a lot 
of people who now trade at chain 
stores,” and (5) strong merchan- 
dising support ‘“‘that means bus- 
iness for you.” 


e In a new approach to jobber 
sales, Sprague Warner in this pro- 
gram stresses retail selling, not 
buying of its own brands. Many 
retailers pride themselves on their 
buying sagacity, sometimes fall- 
ing for a competitive price when 
they forget that the goods must 
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Jerry Franken, Radio Television Editor, telegram reads: 


WSGN has been awarded second place for 
regional channel network affiliates in 
the audience promotion category of The 
Billboard's Eleventh Annual Radio and 
Television Promotion Competition... 


THE NEWS « AGE « HERALD STATIONS 
WSGN-FM © Birmingham, Ala. « Headly Reed, National Reps. 
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»ve off their shelves in volume, 
,. Sprague Warner, while it of- 
©-s price advantages on nation- 
| yeadvertised products so stores 
1 compete with the -chains, 
vertheless emphasizes, again and 
ain, that it is the sound mer- 
andising practices that pay off, 

t price alone. 

Salesmen call on the stores each 
week and field supervisors main- 
tcin a regular schedule of calls, 
h-lping retailers iron out indi- 
vy dual problems, making sugges- 
tions on store arrangement, and 
g ving special assistance. With this 
pan, Sprague Warner points out 
to the retailer, “your business 
stays your business” and he gets 
help “only where and when you 
need it.” It makes a nominal 
charge of $1.50 a week for this 
merchandising service. 

A mimeographed “Messenger” 
goes out to storekeepers ten days 
in advance of each weekly sale, 
listing items to be included in the 
newspaper page, those which will 
be shown in the larger illustra- 
tions, and those shown on window 
posters. Prices are quoted to the 
grocer, as well as the advertised 
price to the consumer. 
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s One of the recent “Messengers” 
insists that independents can learn 
and apply the successful principles 
of supermarket operations “and 
beat them at ther own game.” 
All medium-size independents, 
Sprague Warner maintains, can 
offer self-service; cash and carry; 
a complete market with adequate 
varieties; mass displays; the stock- 
ing of heavily advertised brands, 
and can use showmanship, “the 
extra wiggle put into merchan- 
dising and sales promotion at- 
tempts.” 

Advertising in the Tribune runs 
each Friday morning, and two 
copies of the ad are sent the re- 
tailer for use on background sheets 
which advise the customer: “Watch 
This Space for Weekend Specials.” 
Price tags are placed on goods 
throughout the store, to induce 
housewives to shop the entire 
store. The complete line includes 
the Richelieu brand, on which 
Sprague Warner says it has spent 
more money for advertising than 
any other local grocery house; and, 
in addition to this premium grade 
line, the None-Such and Blossom 
brands which it acquired in 1940. 


s The Cardinal merchandising 
plan has been limited to dry gro- 
ceries up to now, but starting with 
the pre-Memorial Day sale cold 
meats, cuts and sausages will be 
promoted, and produce will be 
added in the near future. On all, 
the cooperating stores benefit from 
the advantage of group buying of 
nationally-advertised foods. 
Sprague Warner and the other 
divisions of Consolidated Grocers 
Corp. comprise the nation’s larg- 
est wholesale grocery unit. The 
h'ge organization was established 
i) mid-1945 by Nathan Cummings, 
now board chairman of Consoli- 
d-ted. Total sales in the year ended 
Jone 30, 1948, amounted to $125,- 
3° 9,000. 
[he Sprague Warner division 
erates the largest one-floor com- 
‘reial food distributing ware- 
1 use in the country. The new 
ucture is two city blocks long 
d a block wide, with a total 
Or area, including offices and 
sement, of 352,000 square feet. 
boasts of inside accommoda- 
ns for 18 rail freight cars and 
large trailer trucks; and it in- 
des air conditioned offices, 
cial display space, a sales meet- 
‘ room, employes’ cafeteria and 
del Cardinal store. 
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The store is completely stocked 
th Richelieu, None-Such and 
t ossom products, as well as other 
£ ocery brands. Foods are depart- 
' ontalized; goods are properly dis- 
1yed on shelves and in floor dis- 
ays, and price cards bid for at- 


— 


‘CARDINAL’ VALUES—This Chicago Trib- 

une page ad is typical of the series 

launched by Sprague Warner to boost 

sales of Cardinal Food Stores, voluntary 

group of independent Chicago and sub- 
urban grocery outlets. 


tention on the special “buys.” 
Sprague Warner finds the model 


store especially valuable to the 
visiting retailer who intends to 
modernize his own place of bus- 
iness. 

As new Cardinal stores bid for 
the consumer food dollar in other 
midwestern markets, Sprague 
Warner is expected to expand its 
newspaper advertising in major 
cities. At some yet undecided fu- 
ture date, it also may resume full- 
color magazine advertising of its 
brand lines, which are distributed 
nationally by independent grocers. 


Sun Oil Promotes Three 


Willard W. Wright, chairman of 
the oil industry information com- 
mittee in the New England dis- 
trict, has been appointed assistant 
general sales manager of the Sun 
Oil Co., making his headquarters 
in Philadelphia. Richard D. Drys- 
dale, assistant regional manager 
for the middle Atlantic states, has 
been named to succeed Mr. Wright 
in New England. John C. Weid- 
man, district manager in Revere, 
Mass., has been appointed to re- 
place Mr. Drysdale. 


G-E Appoints Wines 


Harry J. Wines, formerly with 
Zenith Radio Corp. and General 
Motors Corp., has been appointed 
sales manager of the automatic 
heating division of the air condi- 
tioning department of General 
Electric Co., Bloomfield, N. J. 


How to Increase Your 


SALES & PROFITS 


Whether you run a little store or the biggest 

factory in town we can help to increase your 

sales & profits thru the use of tested adver- 

tising and promotional programs. 
Consultation invited. 

DAVID A. FISHER ws a St., N. ¥. C. 16 


MU 


231 So. LaSalle St. 


The Best Locations 
For Sau * in Town... 
Chicago's Lake Shore Drive 
For 
SPECTACULAR DISPLAYS 
@ Phone, wire or write today for particulars 


SUN ADVERTISING CO. 
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* For the third time in five years, 

The Daily Oklahoman has been honored in 
the Annual Ayer Exhibition of newspaper 
typography by being selected 

as one of the top four newspapers with more 


than 50,000 circulation. 


In 1948, we received 2nd Honorable 
Mention. In 1945, we took 3rd. 
Again this year, we were 2nd. 


We're proud to be ranked with such 
newspapers as the New York Times 
(winner of the F. Wayland Ayer Cup), 
and the Philadelphia Evening Bulletin and 
New York Herald-Tribune. 


Today's honor will serve as a challenge 
to make tomorrow's Daily Oklahoman 
an even greater newspaper. 


PUBLISHING 


Represented by THE KATZ AGENCY, INC, 
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Testimonials Indicate 
‘Rival Has Everything’ 

To the Editor: You bet Rival dog 
food has everything! 

Our clierft thinks so, we think 
so, and there are a good many 
millions of dog owners who dem- 
onstrate their good opinion of 
Rival by buying it in ever-in- 
creasing quantities. In fact, dog 
owners have been changing to 
Rival so enthusiastically that Rival 
sales in 1948 were higher by some 
29,000,000 cans than in any pre- 
vious year—and for the first four 
months of this year, sales have 
topped last year’s record by 4,- 
000,000 cans. 

Actually, we don’t think that 
the Rival ad on which your Crea- 
tive Man commented May 2 con- 
tains any great amount of super- 
latives or puffery. “The Dog Food 
That Has Everything” is simply a 
colloquial phrase, used in order to 
crystallize a basic thought into a 
short headline. The statement was 
pretty thoroughly backed up by 
the copy, which explained just 
what made Rival “The Dog Food 
That Has Everything.” 

As for a dog vibrating with 
health and energy, I don’t think 
Mrs. Creative Man would have 
found anything unusual about it 
if she had ever placed a hand on 
the head or shoulder of a well 
fed—that is, Rival-fed—dog which 
enjoyed good health. They really 


Re week 


This department is a reader’s forum. 


do tingle! 

This particular copy angle, as 
well as certain others that we have 
employed from time to time, was 
derived from careful study of the 
hundreds of testimonial letters 
which the makers of Rival receive 
constantly. These testimonials are 
in many ways far superior to the 
Gallup and Roper methods as a 
source of advertising ideas. Pos- 
sibly you would like to read some 
of these letters. 

B. R. SOLOMON, 

Charles Silver & Co., Chicago. 


Mathematician Misses 
A Few Million Families 

To the Editor: In your editorial, 
“Family Incomes and Price Levels” 
(May 2, 1949); you quote per- 
centage figures which I’ve been 
trying to make equal 100% and 
the family groups add up to the 
estimated 40,450,000 U. S. families. 
I keep getting a total percentage 
of 89.2 and the number of families 
to be 36,060,000. 

I’m curious to know if my 
arithmetic is even worse than I 
thought it was, or if there is an- 
other family group that exists as 
a potential market. 

N. O. SORENSEN, 

President, Country Gardens, 

Inc., Milwaukee. 

There is nothing wrong with Mr. 
Sorensen’s arithmetic. The edi- 
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torial didn’t mention the 4,390,000 
families which are estimated to 
have incomes of less than $1,000 
a year, simply because these are 
of relatively minor interest to mar- 
keting men. 

aan 


Budweiser Claims Long Use 
of ‘Day Is Done’ Theme 

To the Editor: We noted, in an 
April issue of ADVERTISING AGE, a 
reproduction of our display en- 
titled “‘When Day Is Done” along 
with one of Schenley’s, “When 
Day Is Done You Deserve.” 

Attached is one of our catalog 
pages dated 1947 featuring our old 
display carrying this same copy. 
Our records show that we have 
been using this display, as illus- 
trated on the catalog page, since 
March, 1942. We feel that your 
publicity of these two displays 
has created the wrong impression, 
since you state they were re- 
leased at the same time. 

F. W. WEBBER, 

Sales Department, Brewery 

Division, Anheuser-Busch, 

Inc., St. Louis. 


The catalog page enclosed shows 
a poster reading, “When day is 
done, come in,” but not the dis- 
play which was réproduced in AA 
last month. AA’s original comment 
on the Anheuser-Busch and Schen- 
ley displays was not based so 
much on the wording, as on the 
fact that the two displays also 
showed almost identical scenes— 
a man lolling in an easy chair, 
with feet outstretched, and a bev- 
erage within pleasantly easy reach. 


Annual Report Goes on Record 

To the Editor: We thought you 
might be interested in seeing a 
copy of the annual report of the 
Kansas City Fire & Marine In- 
surance Co., which has just been 
mailed to our stockholders, agents 
and employes. 

Because of its new and unusual 
approach to the matter of corporate 
relationships, perhaps you might 
consider it newsworthy enough for 
an item in ADVERTISING AGE. 

The idea originated and was 
supervised by the writer, and ex- 
ecuted by the Carter Advertising 
Agency of Kansas City. Fred V. 


COMPANY RECORD—Kansos City Fire 


& Marine Insurance Co. put its 1948 


annual report on wax and sent an actual “company record” to stockholders, 
agents and employes. 


Klemp Jr. was account executive, 
and Herbert True, radio director 
of the agency, supervised the re- 
cording. 
Hat KENNEDY, 
Director of Advertising, Kan- 
sas City Fire & Marine Insur- 
ance Co., Kansas City, Mo. 


Agency Figures in Young 
Book are From AA Analysis 


To the Editor: I understand that 
my book, “Adventures in Adver- 
tising,” quotes some ADVERTISING 
AcE figures without permission or 
credit line. I refer to the 1948 
agency billing records, which I 
believe were careful estimates on 
your part. 

I am not cértain that my re- 
search assistants did not obtain 
these figures from some newspaper, 
but even so, I now understand that 
you folks originated them and 
therefore I should have made men- 
tion of the fact. 

At this tardy date please accept 
my apologies and thanks—and 
here’s hoping you don’t sue this 
struggling young author! 

JOHN OrR YOUNG, 
New York. 


There are NO figures on agency 
billing available anywhere, except 
for the figures developed annually 
by ADVERTISING AGE. These figures 
are fully covered by copyright, and 
may not be used without specific 


permission. Unauthorized use— 

without credit—which has occurred 

in several instances recently, 

makes us very, very unhappy. 
Zee 

Hits Agency Practices in 

Seeking New Employes 

To the Editor: Your article on 
agency presentations, in the May 
9 issue, is very touching. Truly, 
it makes my heart bleed to think 
that anyone could be so cruel to 
gentle, kindly advertising agen- 
cies. 

One agency head calls the pre- 
sentation system vicious. Is it any 
more vicious than agencies asking 
prospective employes, such as 
artists and copywriters, to submit 
samples? 

Another agency man complains 
that too many agencies are invited 
to submit presentations. Could this 
be the same agency which adver- 
tises in all the advertising journals 
and in dozens of newspapers when 
it is looking for some menial func- 
tionary? 

Then there’s the agency exec- 
utive who says that advertisers 
are looking for ideas rather than 
for agencies. Is this the agency 
who asks you to submit samples 
for a position even when no open- 
ing exists? 

Then this gem of appraisal: “As- 
suming that the agency which wins 
is best, it does not follow that the 


advantage of Washington’s 


policy. 


Don’t get stuck...in the end! Take ° . 


finest quality engravings 
fast night and day service 


courteous cooperation on ironing out 
your problems 
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ympetition proved it.” Does it fol- 

w that agencies, too, in selecting 

‘Ip may not necessarily get the 
| ost man through their methods? 

Oh, the agony of the tortured 

gency that hangs in suspense 

hile it waits three months for 

reply to its presentation. Does 
iis agency suffer as much as the 
(opywriter or artist who submits 
amples that never come back? 

One can sympathize with the 

gency that experienced the futil- 
|. y of submitting a presentation to 
some one not qualified to make a 
decision. One particularly can be 
sympathetic if one has applied for 
a job with an agency and was told 
one’s qualifications will be sub- 
mitted to higher authority because 
the interviewer was just “screen- 
ing.” 

An agency head says, “The cards 
are stacked.” Are they stacked any 
worse than an agency stacks them 
in advertising a $10,000 opening, 
then asking applicants how little 
they will work for? Or, for that 
matter, getting all applicants to 
underbid each other? 

Since business papers in gen- 
eral serve as wailing walls for 
their particular votaries, and since 
ADVERTISING AGE has given so 
much space to agency laments, 
perhaps you can give me a little 
corner in your paper to shed these 
tears. 

LEE CARLTON, 
Chicago. 


Schiaparelli Sealys Stir 
Reader's Imagination 

To the Editor: For a long time 
the mattress was considered a 
rather homely piece of merchan- 
dise, without glamor. Sealy, Inc., 
has changed this view, thank good- 
ness! 

From a Sealy advertisement ap- 
pearing in the May issue of Better 
Homes & Gardens we learn that 
“Sealy goes to Paris...for Schia- 
parelli style!” An illustration of 
the mattress shows the cover with 
a charming Schiaparelli “Little 
Bow” design. 

Mattresses now are in the very 
latest Parisian style. Undoubtedly 
they’ll provide more restful sleep. 
I also assume that the new fash- 
ions will make the women who 
own them the envy of the neigh- 
borhood. Now, when the lady of 
the house goes shopping, she can 
whip out her Sealy Schiaparelli, 
drape it around her shoulders, and 
go to the store dressed fit to kill. 

“What a lovely mattress!” Mrs. 
Jones will say. “Is it a Dior?” 

“Heavens, no!” the wearer will 
reply. “It’s a Schiaparelli. Can’t 
you tell by the drape? Besides, 
Dior’s are a little longer, and they 
have a slit down the side.” 

“It’s beautifully padded about 
the hips,” Mrs. Jones will add. “So 
very feminine.” 

“Thank you,” Mrs. Smith, the 
wearer, may retort. “It does need 
© little tucking in.” 

To be sure, it may be necessary 
to buy a new Sealy every season, 
for you can hardly expect a Schia- 

irelli to stick to one stodgy style 
‘ear after year. The winter styles 
‘re likely to have fur linings. 

‘hen summer rolls along, the 

vitch may be to cool sheers, in 

elicious pastels. 

The advertisement says little 

so0ut comfort and what happens 

hen you want eight hours of 
und sleep—but what the hell! 

’s sophisticated, isn’t it? What 

ore do you want in a mattress! 

STEPHEN TEDOR, 
Evanston, Ill. 


ew Subscriber Adds Note 

n Handling Gummed Labels 
To the Editor: We have just 
ibscribed to ADVERTISING AGE and 
ive received your complimentary 
0klet, “How to Make Your Ad- 
artising Pay Off.” 

We must say that this contains 


about the most useful information 
that we have ever come across, 
with regard to direct mail adver- 
tising. We intend to keep it be- 
fore us at all times as a handy re- 
ference, even though it has al- 
ready been read from cover to 
cover. 

In going through this booklet 
we noticed that in the eighth 
article, “Handling Follow-ups on 
Gummed Stickers,” you make ref- 
erence in the fifth paragraph to a 
home-made device for moistening 
gummed address stickers. 

We would like to clear up right 
now the implication that there 
is nothing on the market which 
will do this job satisfactorily. To 
substantiate this we enclose liter- 
ature on Hummel-Brush labelers, 
of which there are five sizes from 
3%” to 11%” in moistening width. 

The smallest size, 3%”, will 
moisten these stickers speedily and 
efficiently by merely sliding them 
under the guide. 

This device contains our pat- 
ented “Brush with a ‘Backbone’ ” 
moistening unit, which moistens 


better by eliminating brush sag 
and it can be kept glue free much 
easier than felt or cloth. 
E. H. HUMMEL, 
A. C. Hummel Co., Chicago. 


Recognizes an Old Friend 


To the Editor: That ain’t no 
DC-3! 

A boner in American Airlines’ 
“Adieu DC-3” ad (SEP, April 2), 
reviewed in April 4 AA! American 
should recognize an old DST be- 
fore releasing it nationally as a 
DC-3! 

Folks who flew the airlines pre- 
war remember well this Douglas 
twin-engine sleeper plane that 
seated a crowded 28, or slept a 
luxurious 12. The government bor- 
rowed it from several lines that 
used it early in the war for trans- 
port duty—and few if any were 
later returned to commercial serv- 
ice. 

Differing mainly in seating and 
sleeping arrangement from the 
DC-3, the DST is readily identified 


dow slits directly over every other 
conventional window—these for 
the convenience of upper berth 


from the outside by the small win- 


passengers. It’s an old plane—and 
I’ll bet a nickle American’s photo 
wasn’t taken recently! 
RALPH P. GRANGER, 
Park Ridge, III. 


Mark'Andy Point-of-Sale Stickers are 
BABY BILLBOARDS that catch the eye 
where they buy. No wetting . . . they're 
FREE STICKY... they sell anywhere. Printed to 

your order. Millions sold. Write MARK'- 


ANDY, Inc., Dept. 000, St. Lovis 22, Mo. 
for details, samples. Do it, today! 


° 


Whight PHOTOGRAPHIC ILLUSTRATIONS 


1 Sele Qa 


All branches of illustration and 
commercial photography, in 
black and white and color — . 
prints and transparencies. Photo 
retouching. 


he - 


1721 No. Wells St., Chicago 14 


Is my father in there? 


Ir he isn’t, he should be, Sonny. That’s a list 


of astute Coronet advertisers. And more than 


% of the advertisers who were in Coronet last 


year are back this year for a second helping! 


They must like Coronet, wouldn’t you say? 


FIRST in Circulation 
FIRST in Readership* 


FIRST in Value 


among all general 
monthly magazines 


*Starch figures 


2,568,511 (ABC) quality circulation 


Admiral Corp.—Radio—Television— rs 
Appliances a 

Argus, Ine. 

Walter J. Black, Inc.—Classics Club 

Book-of-the-Month Club, Inc. 

Carl Brandenfels 

Bristol-Myers Co.—Ipana 

Bulova Watch Co. 


Chicago, Milwaukee, St. Paul & 
Pacific Railroad 

Cooper’s, Inc.—Jockey Men’s 
Underwear 

Cribben & Sexton Co.—Universal 
Range 

Doubleday & Co.—Literary Guild; 
$1 Book Club 


Exercycle Corp. - 
Fiction Book Club 
Flo-Ball Pen Corp. 


The Formfit Co.—Foundation 
Garments 


General Motors Corp.—Chevrolet 
Motor Division 


Greyhound Lines 


Grolier Society, Inc.—Book of 
Knowledge 


Gruen Watch Co. 
Hammond Instrument Co.—Solovox 


International Cellucotton Products 
Co.—Kleenex 


Lever Bros. Co.—Pepsodent Division 
Linguaphone Institute 

Lionel Corp.—Toy Trains 

Loew’s, Inc.—M-G-M 

Miles Laboratories—Alka-Seltzer 
Motorola, Inc.—Radio & Television 


Mullins Manufacturing Corp.— 
Youngstown Kitchens 


_ Sareea 
ee ne 


Nash-Kelvinator Corp.—Nash a 
Automobiles—Kelvinator Appliances | 

National Carbon Co.—Prestone 

The Nestlé Co., Inc.—Nescafé 

North American Accident Insurance Co. 

Phoenix Mutual Life Insurance Co, 

Radio Corp. of America—Radios 

Revere Camera Co. 

Sawyer’s, Inc.—View-Master 

R. B. Semler, Inc.—Kreml Hair Tonic 

W. A. Sheaffer Pen Co. 

The Springs Cotton Mills 

Spring-Air Co.—Mattresses 

A. Stein & Co.—Paris; Perma-lift 

Tampax, Inc. 

Union Pacific Railroad Co. 

Victor Animatograph Corp. 

Zenith Radio Corp.—Hearing Aids— ; 
Radios & Television 


’ . i ; a a bi P4 ae +S a 
. ~ a a 
tis 
: 
ia 
i. 49 ba 
‘eae on: 
Ryicee : 
BUYS EYES for WISE GUYS! ee 
ie Maia 
se 8 a 
cermcccnccccnccmnmnmmnnm nearer ' a 
°°. 2 
i ie 
0 OgTap S a m : 
5 ae = ai 
] ess 
7 
a f 
948 ; 
lers, 
° 
Meee 7 
OO ea eee annem 7. 
5 : a 
‘ 
: a 
ee | 
= 
£ \\ 4 
- . ae 
% * ve eee 
a J . 
ad P Po 
“As- is 
wins _— 
t the 
oe 
= @’ ae. 
| e i i 
fy “ a 
| \ ! = 
“) Ae 
| : > § i 
| ; WD a @ \ 
Qa ‘N ‘ N N 
~ Sa Leb) a 
| WS Bea 
\. > a © Ae 
‘ yy ae 
| \S w. GET © 
| | WN ee 
a 
) cy 7 oA 
es ae 
| se Be 
. : E ae 
Pp a 
' is 
a si # on 
al 4 Lp 
ee a ee 
Gos Roches aes ORT ne ee ee awe ia Sa Dr eae ee peulcnt es Ogres Soh Ty fae ia DIN ase ea TM eg Be aot Te aes Oba oh giaM hs Sie ge ctr) 8 Seer aa Ske ie iS Wk A028 as a eae ar) Sie Rae eR eo Rose Die oe rtes Ay ee lat at 4 é a3 Id AS ing 2 
Pg are SY Pome MA Renee ee RE Ripe cer At geod sharia un Toe Co Ret cel ee SR ey ee RE ES aS oe SC PE ORE, TORE TE an aM Fart et aes US Cre Ree ae TOME Ee TE EET iy NERS CoRR IP FCI ee Be Uae ee ee ee ie 


To McCann-Erickson 


Refinadora de Oleos Brasil S. A. 
has appointed McCann-Erickson, 
Inc., Sao Paulo, to handle adver- 
tising of Gordura de Coco Brasil, 
a product made from cocoa oil. 


Appoints Sullivan 

New England Forest Products, 
maker of wood products, has ap- 
pointed Daniel F. Sullivan Co., 
Boston, to handle its advertising. 


a. nee, giver < 


$ WORTH OW ART SRT, 
$ g waer Far OMLy - J. 2 $ 
Thot’s what subscribers to the $ 
5 Art Mart” Service receive every 
month! See for yourself. Write: § 
Dept. C670 $ 
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Gas Association Elects 


Si G. Darling, president of Dar- 
lingas, Inc., Pratt, Kan., has been 
elected president of the Liquefied 
Petroleum Gas Association. Other 
officers are: Edward C. McEneany, 
owner of Diablo Co., Walnut Creek, 
Cal., ist vice-president; W. S. 
Lander, owner of Rulane Gas Co., 
Charlotte, N. C., 2nd vice-pres- 
ident; Walter Miller, vice-president 
of Dri-Gas Corp., Chicago, treasur- 
er, and Arthur C. Kreutzer, Chi- 
cago, secretary. 


Kokalis Resigns 


George Kokalis, one of the 
founders of Grocerland Coopera- 
tive, Inc., Chicago, and manager 
of the organization, has resigned, 
effective July 31. He will devote 
his time to his own supermarket 
enterprises. 


Nou Qught toKiow... 


“Doc” Kynett is a low-pressure 
adman. 

And he and his partners in 
Aitkin-Kynett Co., Philadelphia, 
have found that low-pressure tac- 
tics pay off. 

The El Producto account has 
been in the house for more than 
30 years. The agency has serviced 
Girard Trust Co. 
for the same per- 
iod of time. Ther- 
moid Rubber Co. 
has been serv- 
iced for 27 years; 
Esterbrook Pen 
Co. for 23 years; 
Stephano Broth- 
ers, 21 years; 
Phillips Packing 
Co., 20 years; P. 
R. Mallory & Co., 
Indianapolis, 20 
years; Atlas Powder Co., 18 years; 
and Koppers, Inc., Pittsburgh, has 
been serviced for 18 years. 

And since the organization was 
founded under its present name in 
1920, it hasn’t had one month in 
the red. 

If there is a “secret” to his suc- 
cess, it probably lies in his belief 
that things ought to be done thor- 
oughly, if they are going to be done 
at all. He has always felt that an 
agency ought to do more than place 
advertising for its clients and, in 
many cases, the agency fills in 
where company advertising de- 
partments do not exist. 


H. H. Kynett 


a Consequently, Aitkin-Kynett 
provides complete merchandising 
and sales promotion services to 
help develop accounts “from noth- 
ing until they become part of the 
company.” 

To achieve this thoroughness, the 
agency has set up a policy whereby 
each of the 38 clients has a contact 
man, a copywriter, and one of the 
firm’s four partners to head the 
plans board. The latter is pri- 
marily responsible for the ac- 
count. 

However, no copywriter is made 
copy chief for any one account, 
nor are artists called art directors. 
Instead, all of the jobs are so 
interwoven that everyone in the 
organization, except for specific 
contact men, become completely 
familiar with all accounts and 
their respective problems. 

“Doc” calls this type of setup 
conservative. His account solicita- 
tions are conservative. His deal- 
ings with the public are conserva- 
tive. But at the same time, he 
believes in progress—if it comes 
without fuss and fanfare. 

Typical example of this at- 
titude was the manner in which 
Aitkin-Kynett established its re- 
search department—one of the 
first complete research staffs to 
be organized by an agency. 


@ For many years, “Doc” Kynett 
had been intensely interested in 
research, and what it could inean 
to advertisers. When he knew 
exactly what he wanted, the agen- 
cy organized its research staff as 
an integral part of its service of- 
ferings. 

He and his partners feel that 
an agency must know the market 
in order to say and do the right 
thing at the right time, especially 
when product development is in- 
volved. And the research depart- 
ment plays a large but balanced 
role in the formation of all ad pro- 
grams. 

Mr. Kynett’s office looks very 
much like a scholar’s study. The 
visitor immediately is aware of 
the bookcase overloaded with vol- 
umes, the prints and water colors 
on the wall, and the scholarly, 
soft-spoken, ruddy-complexioned 
man who sits behind the desk. 

Having adjusted himself to the 
atmosphere, the visitor frequently 
is surprised to hear “Doc” sud- 
denly become vociferous and boast 


H. H. Kynett 


that he is one of the few men in 
Philadelphia who has kept his 
back turned on City Hall for 19 
years. When his listener appears 
sufficiently impressed, ‘“Doc’s” 
eyes begin to twinkle, a slow smile 
breaks across his face, and he 
points out the window. His of- 
fice faces City Hall and, as a re- 
sult, he sits with his back to the 
famous structure. 


s “Doc” looks more like a college 
professor than an agency execu- 
tive. In fact, he is a college pro- 
fessor, having helped the Wharton 
School of Finance and Commerce 
at the University of Pennsylvania 
develop its merchandising, adver- 
tising and marketing courses. 

For many years he was an active 
member of the Wharton faculty, 
but about eight years ago he sub- 
stituted lecture courses for com- 
plete courses. Because of increas- 
ing business pressure, he now is 
winding up the latter and becom- 
ing a sort of professor emeritus. 

Mr. Kynett’s original ambition 
was to become a newspaper man. 
He worked his way through col- 
lege by working for a Philadel- 
phia newspaper, and afterward 
joined the staff of the old Phil- 
adelphia Press, the North Amer- 
ican and then the Public Ledger. 

Within a few years he had be- 
come a by-line writer. Typically, 
he reasoned that if he could rise 
so quickly in the then rough and 
tumble newspaper reporting field, 
he probably could do the same 
thing in business—and make more 
money at the same time. Actually, 
however, he still feels that he was 
making entirely too much money 
in newspaper work—at least for 
the work he was doing. 


@ As a result, “Doc” became the 
first Kynett to enter business in 
the 300 years that his family has 
been in the country—all the others 
had been professional men. In 
quick succession, he joined the 
advertising departments of the 
B. F. Goodrich Co., Vogue and then 
N. W. Ayer in Philadelphia. When 
he went to work for Ayer, he con- 
fides candidly, “I didn’t know an 
agate line from a hole in the wall.” 

About that same time, the first 
war broke out. Ayer cut its staff. 
Mr. Kynett joined the jobless. 
Soon afterward, however, in 1914, 
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he went to the Richard A. Fo):y 
agency as a copywriter. When t i¢ 
U. S. got into the war, he wet 
to work for several governm< 1t 
agencies, and later hooked up w th 
Dippy & Aitkin Agency in tie 
Quaker City. In 1920, it becai ie 
Aitkin-Kynett Co. 

Aside from his hobby of c:|- 
lecting prints and water col rs 
(his reputation as a collector is 
well known), his favorite hob >y 
is writing and publishing a bok 
each year as a Christmas present 
for his friends. 


ws The 15 volumes contain iis 
opinions and commentary on :|- 
most every field of knowlede, 
ranging from his collection of 
prints and their histories to the 
complexities of modern politics. He 
pays the entire bill. It’s under- 
standable, therefore, that he con- 
siders his book publishing excur- 
sions a vice. 

He also has found time to turn 
various aspects of his own occupa- 
tion into hobbies. As a result of 
his interest in space buying and 
media development problems, he 
has been very active in the Four 
A’s and the Audit Bureau of Cir- 
culations. For 15 years he has been 
a director of ABC, and first vice- 
president for a decade. 

Mr. Kynett also is a director 
of the Advertising Research Foun- 
dation and chairman of the ad- 
ministrative committee of the Con- 
tinuing Study of Newspaper Read- 
ing. Although, at first hearing, a 
casual visitor might wonder when 
if ever he finds time to attend to 
his own business, a brief con- 
versation with him is enough to 
convince one that everything 
“Doc” does is part of his work, and 
part of his philosophy of thorough- 
ness, balance and “progressive con- 
servatism.” 


ANPA Appoints Spitaleri 


Vernon P. Spitaleri, former act- 
ing manager of the mechanical 
department of American News- 
paper Publishers Association, New 
York, has been appointed manager 
of the department. Mr. Spitaleri 
succeeds W. E. Wines, who retired 
last November. 


Cook Advances Ortmeyer 


Edmund F. Ortmeyer, former 
vice-president and secretary of F. 
W. Cook Co., Evansville, Ind., 
brewer of Cook’s Goldblume beer, 
has been appointed executive vice- 
president and general manager of 
the company. Mr. Ortmeyer joined 
Cook in 1939. 


Collins Miller & 


© Hutchings 


INCORPORATED 


AMERICA’S FINEST PHOTO-ENGRAVING PLANT 


207 NORTH MICHIGAN AVENUE + CHICAGO 1, 


ILLINOIS 
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WASHINGTON—Department store 
les in the week preceding 
other’s Day showed unexpected 
rength, pushing the retail sales 
dex up to 333—three points 
ove last year’s record total— 
e highest point which the index 
is reached during the first six 
onths for the last four years. 

Retail sales during the week 
eided May 7 were up from those 
o. the same week last year in all 
but three districts reporting to the 
Federal Reserve Board, and buy- 
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DEPARTMENT STORE | 
SALES INDEX 


1935-39 EQUALS 190 


Week to May 7, ’49*..p333 
Week to May 8, ’48*....330 
Week to Apr. 30, ’49*..287 
Week to May 1, ’48*....300 
Week to Apr. 23, ’49*..267 
Week to Apr. 24, '48*..296 


pPreliminary. 
*Not adjusted seasonally. 
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ing appeared to be fairly uniform 
in almost all of the cities. 

For the first time since early 
January, year-to-year comparisons 
for the week ended May 7 have 
some validity. The late Easter, of 
course, was largely responsible for 
distortions in the index which 
depressed 1949 figures in early 
spring, and exaggerated them in 
the past six weeks. 

Comparison of 1949 sales volume 
with that of preceding years—and 
the use of the comparison as a 
business indicator—will be more 
significant in the next four weeks 
than it will at any time this year 
until the Thanksgiving and Christ- 
mas holidays. 


s Greatest upsurge of buying took 
place in the Middle Atlantic states, 
the South and Southeast, the entire 
Midwest and the Southwest. Buy- 
ing power for the week of May 7 
appeared to be weakest in New 
York, the West Coast area, and the 
Great Plains and Mountain states. 

March chain store and mail or- 
der sales are estimated by the De- 
partment of Commerce at $2.19 
billion, about the same as for 
February, and only fractionally be- 
low sales in March, 1948, after 
seasonal adjustment. 

In the durable goods group, fur- 
niture store sales were off 2%, 
while the automotive and build- 
ing materials groups registered 
rises, 

In the nondurable-goods group, 
shoe stores, women’s wear and 
drug sales were down 3%. Men’s 
wear sales were off 10%. However, 
grocery store sales rose 2%, and 
department, general merchandise 
ard variety stores also reported 
sl ght increases. 


% Change from 1948 
Week Ending 


Federal Reserve Apr. Apr. May 


District and City 23 30 7 
t NITED STATES ............. —10 —4 1 
B rR BRGIIIGS occccecccccnccess td 4 4 
> fe —18 —7 —3 
IE. aiitisttinntitacasrcniesce —3 6 6 
. (RT —22 —1 —3 
a —5 -—3 —5 
‘-w York District —19 -—8 —4 
Newark ...... —13 —5 —4 
3uffalo ....... —8 r—2 2 
. 2 a eeasanie —ll —9 —6 
=== —7 —13 4 
OO ee —s —1 2 
! iladelphia District ........ —10 ri 10 
IED, © ncmennnaiciinies —l1 ro 8 
( -veland District ............ —7I —- 3 
NL, diridisndicttinbpsibeeaseres —7 —12 0 
IEEE nasadenstbadetinencense —l1 —13 7 
. REESE —ll —5 4 
EE —7 —9 7 
, @ee eras —12 8 5 
TI. sinpnesceunctntitionscnnt 0 0 1 
fk chmond District ............ —15 r—2 x 
Vashington ..... —25 4 16 
Jaltimore ...... —§ —4 1 
“ \anta District —12 r7 x 
tirmingham .... a” ae 
GE * dntitteematvcletecinlens —3 ll 0 
tiC —9 11 19 
2 12 
i ., —19 r—ll —6 
€ ieago. District ................ —7 1 
‘hicago siaeteinitiammesl — os —6 3 
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Indianapolls ............c.-00 2 
OS ee —i1 
Milwaukee  .n..cccccccceseeees —3 
St. Louis District ............ —i1 
Little ROCK 2.0... —16 
RIED» cocnscsiocsnmeinesees 
GER; MMT ipencacenisnsibspsventearne 
Memphis 
Minneapolis District ........ 
Minneapolis _ ............00--+ 
St. Paul 
Duluth-Superior ............ 
Kansas City District ........ 
Denver 
Wichita 
Kansas City ... 
St. Joseph. ............ 


Holderness to Doremus 


Marvin E. Holderness Jr., for- 
merly with Sam P. Judd Adver- 
tising, St. Louis, has joined Dore- 
mus & Co., New York, as an ac- 
count executive. 


Finney Joins Sumner 


Foxhall Finney, formerly with 
Morse International, New York, 
has joined G. Lynn Sumner Co., 
New York, as an account execu- 
tive. 


WHTM Becomes WHAM-TV 


WHTM, Rochester, has changed 
its call letters to WHAM-TYV, after 
its radio affiliate. The station is 
a member of NBC’s television net- 
work. 


R&R Promotes Zwirn, 
Adds Two to Art Staff 


Bernard Zwirn of Ruthrauff & 
Ryan, New York, has been pro- 
moted to director of radio and tele- 
vision activities of the agency. 

James M. Secrest, former direc- 
tor of typography for G. M. Bas- 
ford Co. and Foote, Cone & Beld- 
ing, New York, and Mrs. Louise 
Riley, former art director and 
free-lance artist, have joined R&R 
as typographic art director and 
head art buyer, respectively. 


Appoints Peter Hilton 


American Brands Co., Richmond, 
Va., manufacturer and distributor 
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appointed Peter Hilton, Inc., New 
York, to handle its advertising. 


of laundry bleach, household dis- 
infectant and liquid starch, has 


Gardner Writes Easy-Flowing 


Letters 


Power-Worded for Results! 


L=ttTE2s to get inquiries, orders, collections; letters 
to raise fu for any worthy cause; letters to build 
and retain -will; letters to attract and stimulate 

esmen, distributors, dealers; letters to introduce 


cow & , new services; letters that are warm, 
friendly, visit inSormative, pesepestos, convincing; 
letters in smooth- ng rhythm for easy, in- 
teresting reading to get prompt, favorable action! 
Whatever your letter need, tell it to Gardner. 
Detailed suggestions and fee quotations submit- 
ted without obligation. Moret 90 years expe- 
rience serving clients all over Am as plan- 
ner, writer, consultant on mail sales promotion. 


ERNEST F. GARDNER 
60 East 54th Street, (A-2) Kansas City 2, Mo. 
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_ Minneapolis Est 192 


MIDWEST PRODUCTS TO THE NATION | 


NO ONE HAS A — 
MONOPOLY ON THE 
BUYING IMPULSE — 


“Which way to Buckingham Palace, mister?” 


At the very moment you read this 
a Dawson, Minnesota, boy is streak- 
ing through the skies on a strange 
and wonderful adventure. Donald 
Olson, 15, one of 8,000 carrier-sales- 
men of the Minneapolis Star and 
Tribune, is delivering his newspapers 
on the world’s longest paper route 
reaching from London and Brussels 
to Damascus and Delhi, around the 
globe to Hongkong, Manila, Hono- 
lulu and home. 


Government officials in foreign 
cities, surprisedly pondering their 
personally-delivered Minneapolis 
paper, can guess the reason for 
Donald’s visit by a quick scanning 
of the headlines: once again the 
Minneapolis Star and Tribune are 
telling the world about an important 
and significant event in America’s 
Upper Midwest. 

This week the favorite newspapers 
of this great 4-state region will dedi- 
cate one of the world’s finest news- 
paper plants to the service of 


4,500,000 residents of Minnesota, 
the Dakotas and western Wisconsin. 
For the second time in ten years the 
plant has been doubled in size to 
accommodate huge increases in the 
production of papers. With a com- 
bined morning and evening circula- 
tion of more than 465,000, the volume 
of newspapers produced daily at the 
new Minneapolis Star and Tribune 
plant is exceeded by newspapers in 
only seven cities in the nation. And 
the Sunday Tribune circulation of 
more than 585,000 reaches 51% 
of all families in a geographic area 
larger than the 13 original states. 


What else makes the new news- 
paper plant big news? Just about 
everything you name, as thousands 


of visitors, including leading figures 
in journalism, education and govern- 
ment, are delightedly discovering 
during the 10-day dedication pro- 
gram. The new structure contains 
260,000 square feet of floor space— 
nearly six acres—and occupies, with 
loading areas, a full city block. It 
includes everything from a sun deck 
for employees to one of the world’s 
largest newspaper mailing rooms. 

Long welcomed in Upper Midwest 
homes as good neighbors, inspiring 
leaders and dependable friends, the 
Minneapolis Star and Tribune now 
extend the warm hospitality of their 
own new home to one of the nation’s 
largest, most loyal families of news- 
paper readers. 


Minneapolis 
Star znd Tribune 


EVENING MORNING & SUNDAY 


585,000 SUNDAY - 465,000 DAILY 


JOHN COWLES, President 
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Waltham Watch Co. 
Names Sullivan Co. 
on Temporary Basis 


WALTHAM, Mass.—Daniel F. Sul- 
livan Co., Boston, has been ap- 
pointed to handle the advertising 
of Waltham Watch Co. on a tem- 
porary basis. 

John J. Hagerty, Waltham pres- 
ident under its new management, 
said several agencies are bidding 
for the business. Waltham reopened 
in late April after a reorganization 
and still is operating under the 
jurisdiction of the federal court. 
Kastor, Farrel, Chesley & Clifford 
handled this account before the 


company suspended operations. 

More than 1,000 persons are re- 
portedly at work at Waltham now. 
The new management’s first move 
was to hold a half-price sale in 
Boston to move over-stocked in- 
ventories. This test was followed 
by sales in other major cities. Early 
reports were that the sales were 
succeeding in moving the mer- 
chandise off the shelves. Promo- 
tion—mostly newspaper copy— 
was handled by the dealers. 

Last week the National Asso- 
ciation of Radio Station Repre- 
sentatives made a presentation to 
Waltham and Sullivan executives, 
showing what spot broadcasting 
had accomplished for other watch 
companies. "The association’s rep- 


EASY CHART 


63¢ 


Reproduction of Genuine Glossy 
Photos in Quantities 


in 500 and 750 QUANTITIES 
(1000 and over .06c) 


E s hurge 
1.19 Per Subject 


PHOTO-MATIC CO. 235.’ £2222. 


resentatives recommended that 
Waltham spend $2,000,000 annually 
on spot radio beginning this fall, 
when a new line—Waltham Cen- 
tury—is expected to be introduced. 


Chicago Video Council 
Elects Harvey President 


At its first anniversary meeting 
last week, the Chicago Television 
Council elected George Harvey of 
WGN-TV president for the coming 
year. Russell Tolg, Batten, Barton, 
Durstine & Osborn, was named 
vice-president. 

The new secretary is Evelyn 
Vanderploeg, Schwimmer & Scott, 
and Kay Kennelly, Olian Adver- 
tising Co., was elected treasurer. 
James Stirton, general manager 
of ABC’s central division, retiring 
president of the club, will continue 
in an advisory capacity. 


‘New Liberty’ Adds Two 


Jack E. Milling, formerly with 
Consolidated Press, Toronto, and 
Gill Halder, formerly a public re- 
lations organizer with the Domin- 
ion Government, have joined the 
advertising staff of New Liberty, 
Toronto. 
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Val 
Management 


“Buying Influences” 
are numerous in the great 
— Hospital Market! 


(Are you sure you are 
reaching them all ?) 


Of course you need to reach administrators when you address the hospitals 
of America, now spending more for new buildings and equipment than 


BUT, you also need coverage of the department heads who use and 
specify the products you advertise. If it’s a food product or equipment item, 
you need to talk both to the superintendent and the dietary department 
head; if it’s linens or blankets, to the housekeeper as well as the administra- 
tor; if it’s a surgical item, to the surgical supervisor or superintendent of 


And Hospital Management gives you coverage of the administrators, 
all right—largest net paid ABC hospital coverage ever offered by any hos- 
pital publication at any time. . . 

But more than that, Hospital Management gives you penetration to 
every level of buying influence! Because it is editorially departmentalized 
to coincide with the departmentalization of the hospitals themselves, 75% 
of administrators subscribing report that they route the magazine on down 
to all of the department heads on whose recommendations they make 


Here’s coverage! Here’s penetration! Here’s the type of readership 
you must have to do an adequate selling job in the going, growing hospital 


CHICAGO 11 field. 


The only hospital publication which is a mem- 
ber of both the ABC and ABP. 


Let us send you a copy of our newest 
readership study — it contains some re- 
vealing facts for those who wish to do 
a maximum selling job in the hospital 
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Nhe Creative Mans Corner 


Time was when the testimonial held the respect and ad- 
miration of most advertising men. But no longer. Testimoni- 
als are still used, but for different reasons. Where once they 
were employed on the basis that nobodies always want to 
emulate somebodies, today they are resorted to chiefly be- 
cause personalities (according to the readership studies) get 
high observation. 

The testimonial, however, suffers even when used on this 
basis. It suffers from the growing sophistication of the ad- 
vertising audience. For the element of credibility is still im- 
portant to the over-all effectiveness of an advertisement, and 
a testimonial can’t possibly be used without bringing up the 


© Felts of imported fur 
® Sizes and ovals for 
the “hard-to-fit.” 


ADAM HATS 


WORLD'S LARGEST RETAILER OF MEN'S HATS 
Consult Telephéne Directory for nearest Adam Hat Store 


$6 * 7% * B+ 10 


question in the reader’s mind, “Do they really want me to 
believe that so-and-so uses such-and-such a product?” 

This element of belief would appear to be measurable by 
degrees, too. It is probably not too difficult for a reader to 
accept the fact that Loretta Young personally uses Lux 
toilet soap. After all, even a movie star has to wash occasion- 
ally—and why not use Lux, especially if you get paid for 
endorsing it? At least, a gal can be sure, if Loretta Young 
uses it, that Lux won’t blister the skin or cause it to peel off 
in thin, gray layers. 

You can even accept the fact that a movie star will wear 
a Stetson hat—not because the advertising says so, but be- 
cause—well, because a Stetson is a Stetson. When you read, 
however, that Sammy Kaye wears an Adam, the element of 
belief drops considerably on the meter of credibility. No re- 
flection on Adam. It’s undoubtedly a good hat—at the price. 
But it is a five dollar hat, and it’s hard to believe that 
Sammy would walk down Michigan Boulevard or Park Av- 
enue in a five buck fedora. 

Why not, then, the Corner wonders, sell the Adam for its 
principal appeal—a five dollar hat for men who would like to 
pay ten but can’t afford it? Is it poor selling to emphasize the 
chief reason why most people turn to a particular product? 
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Erwin, Wasey Names Eastland 


Richard L. Eastland has been 
named director of radio and tele- 
vision for the New York office of 
Erwin, Wasey & Co. He will re- 
port to C. H. Cottington, vice-pres- 
ident in charge of radio and tele- 
vision, whose headquarters now 
are in Los Angeles. Mr. Eastland 
previously was in the radio depart- 
ment at Hutchins Advertising Co., 
and before that he was radio di- 


Thompson Co. 


fin and popover mixes and 
Minute frosting. 


rector of Roy S. Durstine, Inc., 
in the Chicago office of J. Walter 


- 


and 


To Smith, Smalley & Tester 
Cramer Products Co., New York, 
has named Smith, Smalley & 
Tester, New York, to handle the 
advertising for its Joy cake, muf- 
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FRIENDS 


"To make a friend, you must be one.” 
Twenty-five years of service to farmers 
in Kansas and adjoining states have 


made us their friend. 
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Lon D. Patterson, 
Ex-Scripps-Howard 
Ad Executive, Dies 


JARASOTA, FLa.—Don D. Patter- 
soi, 54, who retired as director 
of national advertising for Scripps- 
H ward Newspapers two years ago 
to become a public relations con- 
su tant here, died May 18 at his 
home near here. While in Florida 
he had been active in promotional 
w rk for the citrus industry. 

After serving in the first World 
War, Mr. Patterson became fi- 
nancial editor and business mana- 
ger of the Weekly Review of the 
Far East, Shanghai. When he re- 
turned to the United States he be- 
came assistant professor of adver- 
tising at the University of Missouri. 
Later he was research assistant 
for Curtis Publishing Co. and then 
an account executive at Lord & 
Thomas & Logan. 

In 1932 he became a salesman 
for Scripps-Howard’s national ad- 
vertising department in Chicago 
and for a time served as advertis- 
ing director of the Cincinnati Post 
before moving to New York as 
Scripps-Howard national advertis- 
ing director. The Newspaper Ad- 
vertising Executives Association 
voted him a life honorary mem- 
bership on his retirement in 1947. 


HAROLD B. JOHNSON 

WATERTOWN, N. Y.—Harold B. 
Johnson, 68, editor and publisher 
of the Watertown Daily Times, 
died unexpectedly May 17, of a 
heart attack, at his summer home 
in Henderson Harbor. 

Mr. Johnson was one of the 
founders and the first president in 
1928 of the New York State So- 
ciety of Newspaper Editors. 


RUDOLPH ALBER 
HoLLywoop—Rudolph H. Alber, 
52, president of R. H. Alber Co., 
Hollywood agency, died at his 
home in Beverly Hills May 13. 


ALVA COOK 


MILWAUKEE—Alva H. Cook, 66, 
founder and publisher of the Con- 
fectioner, died of bronchial pneu- 
monia here May 9. 

Mr. Cook was an editor of the 
old Milwaukee Free Press before 
he founded Northwestern Confec- 
tioner in 1916. The name was 
changed to Confectioner in 1940. 


MAX LEUCHTER 

Mr. Hotty, N. J.—Max Leuchter, 
53, editor and publisher of the 
Times-Journal, Vineland, N. J., 
died May 15 from injuries suffered 
during a collision on May 14 when 
his car struck a milk truck. 

His wife, Cecilia, also was in- 
jured. 

Mr. Leuchter at one time served 
as real estate editor for the Cam- 
den Courier-Post and in 1925 es- 
tablished the Vineland Times. That 
became a daily in 1927 and in 1942 
he purchased the Vineland Journal. 


JOHN E. SULLIVAN 


Nartrorp—John E. Sullivan 
34, a member of the advertising 
sta'f of the New Haven Journal- 
Co. rier for many years, died May 
13, following a month’s illness. 


T. MOSSMAN 


I (TTSsBURGH—William T. Moss- 
a, 76, former publicity and ad- 
. ising manager of Jones & 
ghlin Steel Corp., died May 5 
In Presbyterian Hospital, where 
iad been a patient since early 
year. 


| 3. DOROTHY JOHNSON 


‘ew YorK—Mrs. Dorothy 
vne Johnson, until 1940 assis- 
to the president, in charge of 
ic relations, for United Adver- 
g Corp., Newark, died on May 

18 fter six weeks’ illness, at New 

< Hospital. 

1e was the wife of William C. 

ison, vice-president, Sawyer- 

Zuson-Walker Co., New York, 


READY TO ROLL—Here is a top view of Wickersham’s two-color rotary press showing 
split rollers, and six sets of electros on each press cylinder. A split-fountain setup 


cut press time 


newspaper representative. 

Mrs. Johnson joined United Ad- 
vertising in 1932 and retired in 
1940 to devote herself to her two 
children. 


ROBERT H. WILLSON 

San Francisco—Robert H. Will- 
son, 66, retired former manager of 
the California Chain Stores Asso- 
ciation, died May 17 from a skull 
fracture suffered when he lost his 
footing on stone steps leading to 
his study and fell. Mr. Willson 
was a former president of the San 
Francisco Advertising Club and of 
the San Francisco chapter of the 
American Marketing Association. 


10,000 K-F Men 
Ring Doorbells 
on Winchell Show 


(Continued from Page 1) 
rear seat, flip open the cargo hatch 
and let down the tail gate,” Mr. 
Kaiser says. “All but the youngest 
of my eight grandchildren can con- 
vert it easily (and he’s just a little 
fellow six months old!) ... 

“After you’ve seen the Kaiser 
Traveler,’ Mr. Kaiser adds, “please 
write me your reaction. Address 
me at Willow Run, Mich. I’d really 
like to hear from you.” 

The car sells for $2,088, f.o.b. 
factory, including federal tax and 
factory equipment. Ads in daily 
and weekly newspapers broke last 
week. 


a The campaign for it broke with 
a color spread in Life for May 16. 
Other magazines scheduled are 
Collier’s, Farm Journal, Field & 
Stream, Mechanics Illustrated, 
Outdoor Life, Popular Mechanics, 
Popular Science and Sports Afield. 

One mailing piece, titled “The 
Car That Answers a Call for Help,” 
is being sent by the factory to 20,- 
000 morticians, 4,000 city purchas- 
ing agents, 3,600 sheriffs, 2,000 
county health commissioners, 965 
police chiefs, 965 fire chiefs, 965 
public works directors, and 6,000 
hospitals. 

The front-page illustration 
shows an injured man on a 
stretcher being placed in the back 
of a police Traveler. 

Promotion plans for the Traveler 
were announced in a _ half-hour 
closed-circuit broadcast over ABC 
on May 12, in which Edgar F. 
Kaiser, president of Kaiser-Frazer 
Corp., and William H. Weintraub, 
advertising agent, addressed dis- 
tributors and dealers. 


Kaye Rejoins CBS-HPL 


Roland Kaye has returned to the 
CBS Housewives Protective 
League, Hollywood, as merchan- 
dising manager. He was previously 
with CBS for five years and had 
been with HPL for one year before 
resigning to become an account 
executive of KFI. 


by two-thirds. 
Split-Fountain Press 
Setup Cuts Time 
1/3 for Fuller Job 


New YorK—Wickersham Press 
last week reported it had printed 
22 colors in four impressions on a 
two-color rotary high-speed press. 

The job was designed for Fuller 
Brush Co. by Downey & Associates. 
A heavy Cottrell sheet-fed rotary 
was selected for the job. Each 
fountain was split by dividers into 
18 sections, containing three colors 
duplicated six times across the 
press. 

This formation was repeated on 
the opposite fountain which carried 
18 different colors, making a total 
of 36. A battery of 18 rollers kept 
the colors evenly distributed from 
the two fountains—these were cut 
to the exact widths of the divided 
fountain lined up to feed the 
rollers. 

Done in the conventional man- 
ner, it would be necessary to go 
through the two-color press 11 
times; the cost would have been 
considerably more, and the run- 
ning period three times as long. 
With the split fountain setup, 
the press ran 3,000 36x48” sheets 
an hour. 


New Catalog Group 
to Improve Copy 


and Distribution 


Hor Sprincs, Va.—The Pre-Filed 
Catalog Association was organized 
Wednesday for the purpose of im- 
proving standards of catalog dis- 
tribution and carrying on research 
on catalog copy and related sub- 
jects. 

Howard Thompson, Sweets Cat- 
alog Service, was elected president, 
and H. Burton Lowe, Chemical 
Catalog, secretary. Ray Dudley, 
Gulf Publishing Co., and C. L. 
Williams, Sweets, will serve as an 
advisory committee. 

Five publishing companies are 
charter members of the associa- 
tion, and others eligible to mem- 
bership will be invited to join. 


Revlon Plans Odoleur Drive 


Revlon Products Corp., New 
York, will launch a cooperative 
campaign with department stores 
in 100 cities throughout the coun- 
try beginning Jume 19 for its 
new perfume-deodorant, Odoleur, 
which comes in eight fragrances 
and will sell for $1. William H. 
Weintraub Co., New York, is Rev- 
lon’s agency. 


Des Moines Adclub Elects 


Chet Billings, in the advertis- 
ing sales department of Meredith 
Publishing Co., has been elected 
president of the Advertising Club 
of Des Moines. Robert H. Harter, 
regional sales manager of Station 
WHO, has been named vice-presi- 
dent in charge of programs and 
Frank R. Burns Jr., Blue Line 
Storage Co., vice-president in 


charge of publicity. 


RMA Meeting, 
Parts Show Put 
Accent on TV 


Cuicaco—Even though almost 
13,000 persons crowded Chicago’s 
downtown hotels to attend the Ra- 
dio Manufacturers Association, and 
even though there were 230 booths 
at the Radio Parts and Electronic 
Equipment show as against 159 
last year, there were fewer an- 
tenna and parts manufacturers 
present this year—mute evidence 
of casualties caused by the return 
of competition in the industry. 

Television held the spotlight in 
the exhibits, on the program and 
in informal discussion groups. Al- 
though radio set production for 
1949 will only total 10,000,000—as 
compared to 16,500,000 last year 
and about 20,000,000 in 1947, var- 
ious speakers, including A. D. 
Plamondon Jr., president of the 
Indiana Steel Products Co., were 
optimistic over the net effects of 
vastly increased TV set produc- 
tion. 

Mr. Plamondon said that the 
parts business continues to be 
good, partly because video sets use 
about ten times as many parts as 
are required for radios. The cas- 
ualties were in most cases very 
small companies and borderline 
operators. 


@ Everywhere that buyers turned 
in the exhibition area, they were 
conscious of price reductions and 
increasing competition. 

Max F. Balcom, RMA president, 
forecast production of 2,000,000 
television sets this year, with a 
total of 6,000,000 TV receivers in 
operation by 1951. 

He said that the association will 
continue its “radio-in-every-room” 
promotion and the so-called “town 
meetings” for the training of 
service men. In addition, the na- 
tional radio week (Oct. 30-Nov. 
5) campaign received a $15,000 
appropriation from the RMA board 
of directors. The money will be 
spent by the advertising com- 
mittee both for dealer promotion 
and a “Voice of Democracy” con- 
test sponsored with the National 
Association of Broadcasters and 
the U. S. Junior Chamber of Com- 
merce. 

Mr. Balcom urged a revision of 
the dues structure; and increased 
voluntary cooperation by members 
of the association to solve the man- 
power problem. 


= In a report by the association’s 
credit committee was the notation 
that eight manufacturers of radio 
receivers and component parts 
had failed during the ten months 
ending Mar. 31, 1949—as compared 
to 29 failures during the year 
which ended May 30, 1948—thus 
suggesting that the “shake-down” 
is nearly completed. The failures 
were attributed to “internal weak- 
nesses.” 

One of the major problems faced 
by television set manufacturers 
and manufacturers of eomponent 
parts is that of properly training 
service men. Howard W. Sams, 
head of the Indianapolis technical 
manual publishing company bear- 
ing his name, said that “‘“manufac- 
turers and distributors are becom- 
ing increasingly aware that their 
best salesmen are these service 
technicians who have entry into 
homes, and whose judgment is 
asked and valued.” 

The Sams company, incidentally, 
showed its new photofact tele- 
vision manuals at the parts show. 
The manuals contain parts lists, 
diagrams and other information 
about video receivers now on the 
market. 

The show is sponsored jointly 
by the RMA, the Association of 


Parts and Equipment Manufac- 
turers; the National Electronic 
Distributors Association; the Sales 
Managers Club, eastern division; 
and the West Coast Electronic 
Manufacturers Association. It fre- 
quently provides both a preview 
and a test of new lines which will 
appear in dealers’ showrooms in 
the fall. 

One of the more interesting 
items shown was a folding dipole 
antenna, made by The Radio 
Craftsmen, Chicago. The antenna 
pulls out of the center box like 
steel measuring tape, and can be 
adjusted to the desired TV chan- 
nel or FM frequency. 


# Also shown was a 16” tube, con- 
solette television receiver priced at 
$359.50 list. It is manufactured by 
Jackson Industries, Chicago. In ad- 
dition, other exhibitors showed TV 
set chassis, without cabinet, tube 
or speaker, priced from 25% to 
30% below comparable fully- 
equipped models, and another ex- 
hibitor showed cabinets. 

American Television, Inc., Chi- 
cago, officially introduced its new 
“eye-saver” cathode ray picture 
tube, which retails for the same 
price as conventional tubes and 
has been tested in the Chicago 
area. 

According to company officials, 
the tube uses a new fluorescent 
screen material with a black 
opaque agent between the crystals 
of the phosphor, which reduces 
halation by suppressing secondary 
emission. Garod and Hallicrafters 
already are using the tubes as 
original equipment, and the com- 
pany is turning out about 1,000 
daily. Plans for extending the sales 
promotion and advertising tests to 
other markets are not yet com- 
plete. 


‘That's Us,’ Avery 
Declares Firmly 


New YorK—The resolution of 
National Business Papers, Inc., 
calling for a single audit bureau, 
brought quick response from Frank 
L. Avery, managing director of 
Controlled Circulation Audit. He 
pointed out that CCA was precise- 
ly the kind of auditing organiza- 
tion NBP was advocating. 

“This resolution is the only thing 
they could or should do,” said Mr. 
Avery. “The CCA is already an 
audit bureau exclusively devoted 
to the business paper field—with 
only business, industrial, technical 
and trade publications. 

“We cooperate 100% with the 
movement introduced by NIAA 
and seconded by NBP,” he added. 

Asked about the Canadian ex- 
periments by Audit Bureau of Cir- 
culations, Mr. Avery commented 
that the definitions of unpaid cir- 
culation set up by ABC were “ex- 
cellent” for publications with con- 
trolled portions of circulations. 


‘Esquire’ to Change Size, 
Reduce Bleed Rates in Oct. 


Effective with the October, 1949, 
issue the over-all size of Esquire 
will be increased by a quarter of 
an inch in order to make its plate 
size standard with Collier’s, Life, 
Look and The Saturday Evening 
Post. 

The magazine, for the first time, 
will accept four-color half-page 
ads, previously carrying only black 
and one color in that size. Rate for 
the four-color half page is $3,400. 
Rate for bleed half and full pages 
and spreads will be reduced in 
October from the present rate of 
full rate plus 15% to full rate plus 
10%. Esquire’s change in presses 
will enable the magazine to pub- 
lish an unlimited number of copies. 


Line Material Shifts Officers 


W. D. Kyle, founder and pres- 
ident of Line Material Co., Mil- 
waukee, manufacturer of electrical 
distribution equipment, has been 
made chairman of the board. His 
son, W. D. Kyle Jr., has been 
elected president of the company. 
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Weyerhaeuser Boosts Douglas 


R. S. Douglas, formerly exec- 
utive assistant to the general man- 
ager of Weyerhaeuser Sales Co., 
St. Paul, has been appointed man- 
ager of sales of Weyerhaeuser’s 
Pacific Coast Mills. He will make 
his headquarters in Tacoma, Wash. 
Mr. Douglas succeeds M. E. Morris, 
who has been named counsel on 
Pacific Coast price and_ stock 
matters. 


Hay Buys Rochester Paper 


Russell D. Hay, formerly adver- 
tising manager of the Daily Press, 
Utica, N. Y., has purchased the 
stock interests in the Daily Record, 
Rochester, N. Y., and its printing 
plant. Mr. Hay will be president 
and treasurer of the new company 
and will publish the Record. 


(Simpson-REILLY, LTD. 
Publishers Representatives 


SINCE 1926 


LOS ANGELES HALLIBURTON BLDG. 
SAN FRANCISCO RUSS BUILDING 
SEATTLE NEW WORLD LIFE BLDG. J 


Host of Awards 


Given to Admen 
by Chicago Club 


Cuicaco—A host of awards and 
honorable mentions for campaigns 
and advertisements in all fields, 
including first awards for tele- 
vision shows, were announced in 
the 1949 Chicago Federated Ad- 
vertising Club advertising com- 
petition Thursday night. More than 
600 entries, the largest number 
ever received, were judged. 


The winners: 

General Magazines—color campaign, in- 
stitutional: American Meat Institute; 
agency, Leo Burnett Co. Color campaign, 
product selling: Minnesota Valley Canning 
Co.; agency, Leo Burnett Co. Black and 
white campaign, institutional: Borg-War- 
ner; agency, J. Walter Thompson Co. 
Black and white, product selling: Toni 
Co.; agency, Foote, Cone & Belding. 

Industrial and business magazines—color 
campaign, institutional: Elmer E. Mills 
Corp.; agency, Bozell & Jacobs. Honorable 
mention: Deepfreeze Division, Motor Pro- 
ducts Corp.; agency, LeVally, Inc. 
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Color campaign, product selling: Ar- 
mour & Co.; agency, Foote, Cone & 
Belding. Honorable mention, Diamond T. 
Motor Car Co.; agency, Roche, Williams 
& Cleary. 

Black and white campaign, institutional: 
American Chain & Cable Co.; agency, 
Reincke, Meyer & Finn. Honorable men- 
tion: Rand McNally & Co.; agency, Need- 
ham, Louis & Brorby. 

Black and white campaign, product 
selling: Gisholt Machine Co.; agency, 
Buchen Co. Honorable mention: Jos. 
Schlitz Brewing Co.; agency, Young & 
Rubicam. 

Newspapers—national or regional cam- 
paign, institutional: Indiana Bell Tele- 
phone Co.; agency, J. Walter Thompson 
Co. Honorable mention: Standard Oil Co. 


(Indiana); agency, Batten, Barton, Dur- 
stine & Osborn. 
National or regional product selling, 


over 400 lines: tie between W. F. Mc- 
Laughlin & Co. (Earle Ludgin & Co.), 
and Admiral Corp. (Tatham-Laird). 

National or regional product selling, 
under 400 lines: Armour & Co., Clover- 
bloom frying chicken; agency, Foote, 
Cone & Belding. 

Local campaign, institutional: Marshall 
Field & Co. 

Local campaign, product selling, over 
400 lines: Jos. Schlitz Brewing Co.; 
agency, Young & Rubicam. 

Outdoor posters—campaign: Armour & 
Co. (Dash); agency, Foote, Cone & Beld- 
ing. Honorable mentions: International 
Cellucotton Products Co.; agency, Foote, 
Cone & Belding—Bendix Home Ap- 
pliances; agency, Tatham-Laird—Pure Oil 
Co.; agency, Leo Burnett Co. 

Single ad: Madigan Bros.; 

M. Gross Co. 
« Car cards—Armour & Co., for Chiffon 
soap flakes; agency, Foote, Cone & Beld- 
ing; submitted by Empire Poster Printing 
Co. Honorable mention: Murine Co.; 
agency, Batten, Barton, Durstine & Os- 
born. 

Direct mail—mailing piece or pieces: 
Minnesota Valley Canning Co.; agency, 
Leo Burnett Co. Honorable mention: Am- 
erican Legion; submitted by Magill- 
Weisheimer Co. 

Catalogs and external house organs: 
Abbott Laboratories. Honorable mention: 
Marshall Field & Co. 

Booklets and brochures: United States 
Gypsum Co.; submitted by Tempo, Inc. 
Honorable mention: Carson Pirie Scott & 
Co. 
Annual reports: Abbott Laboratories. 
Honorable mention: Northern Indiana 
Public Service Co.; submitted by R. R. 
Donnelley & Sons Co. 

Point of purchase—window display: E. 
C. Atkins Co.; produced by Zipprodt, Inc. 
Counter display: Bauer & Black; produced 
by Zipprodt, Inc. Inside display: An- 
heuser-Busch, Inc.; produced by Magill- 
Weinsheimer Co. 

Radio—programs—drama: Local, “Cal- 
ling All Detectives,” Sealy Mattress Co.; 
agency, Olian Advertising Co. Network: 
“Comedy Playhouse,” Mutual—WGN. 

Variety: Local, ‘Melody Lane,”’ Wieboldt 
Stores; agency, Needham, Louis & Brorby. 
Network: “Breakfast Club,’ Swift & Co.; 
agency, J. Walter Thompson Co. 

Music: Tie for first award: Chicago 
Symphony Orchestra, Chicago Title & 
Trust Co.; agency, Earle Ludgin & Co., 
and “The Northerners,” Northern Trust 
Co.; agency, J. Walter Thompson Co. 
Honorable mention: “Smoke Rings” and 
“The Enchanted Hour,” WGN. 

News: “Reporter At Large,” Richman 
Brothers; submitted by WMAQ. Honor- 
able mentions: “Paul Harvey and the 
News,” Schoenhofen Edelweiss Co.; 
agency, Olian Advertising Co., and 
“Studebaker News,” Studebaker Corp.; 
agency, Roche, Williams & Cleary. 

Juvenile shows: “Hobby Horse,” Car- 
son Pirie Scott & Co.; submitted by 
WMAQ. 

Disc jockey shows: “Chesterfield ABC 
Club,” Liggett & Myers Tobacco Co.; 
submitted by WIND. Honorable mention: 
“Dave Garroway Show,” WMAQ. 

Sport shows: “Bert Wilson—Baseball,” 
Walgreen Co. and P. Lorillard Co.; sub- 
mitted by WIND. Honorable mention: 
“Allied Sports Report,” Allied Florists 
Association; submitted by WBBM. 

Public Service: “It’s Your Life,’’ John- 
son & Johnson; submitted by WMAQ. 
Honorable mentions: ‘“‘An Everyday Story,” 


agency, H. 


in behalf of Travelers Aid Society; sub- 
mitted by WBBM, and “Who Is Mr. 
Heartbeat?” in behalf of Chicago Heart 


Association; submitted by WGN. 

Women’s shows: “Paul Gibson Pro- 
grams,” submitted by WBBM. 

Spot announcements, musical: “Manor 
House Coffee,” W. F. McLaughlin & Co.; 
agency, Earle Ludgin & Co. Honorable 
mention: “‘Pepsodent,” Lever Bros. Co.; 
agency, Foote, Cone & Belding. Straight: 
Indiana Bell Telephone Co.; agency, J. 
Walter Thompson Co. 

Special award: “Quiz Kids,’ Miles Lab- 
oratories; agency, Wade Advertising Co. 

Television—special award for best Chi- 
cago show: “Kukla, Fran & Ollie,”” RCA 
Victor Distributing Co.; agency, J. Walter 
Thompson Co. 

Instructional: ‘‘Walt’s Workshop,” Edw. 
Hines Lumber Co.; submitted by WNBQ. 
Dramatic: (honorable mention) “Cross 
Question,” submitted by WGN-TV. Vari- 
ety: “Super Circus,” Canada Dry Gin- 
ger Ale and Derby Foods; submitted by 
WENR-TV. News commentary: Clifton 
Utley, submitted by WNBQ. News: 
“WGN-TV Newsreel,”” submitted by 
WGN-TV. Sports: WBKB. Special events: 
(honorable mention) “Consecration of 
Three Bishops,” submitted by National 
Broadcasting Co., and “Easter Pontifical 
Mass,” submitted by WGN-TV. Music: 
‘Music in Velvet,” submitted by WENR- 
TV. Public service series: “Clint Youle 
—Weatherman,” submitted by WNBQ. 
Children’s program: (honorable mention) 
“Uncle Mistletoe,’ Marshall Field & Co.; 
agency, Foote, Cone & Belding. Quiz: 
“R.F.D. America,” submitted by Louis G. 
Cowan, Inc. 

Spot announcements: 
tion) Cycloid Micromatic Reel; 
Bennett, Petesch & O'Connor. 


(honorable men- 
agency, 


Perma Stand Names Haller 


Perma Stand Co., Cincinnati, has 
named Haller Sales & Advertising, 
Cincinnati, to handle the adver- 
tising for the “mechanical leaning 


post,” a device attached to a golf 
bag to form a perfect tripod. 


Advertising Age, May 23, 1.49 


LOS Bee ee eee 


LOOK OVER THE WINNERS—W. T. White, Wieboldt Stores, president of Chicago 

Federated Advertising Club, and John Sandburg, advertising manager of Kraft Food 

Co. and head of the CFAC’s advertising awards committee, look over some of the 
prize winners among more than 600 entries in this year’s competition. 


EB Films Suggests 
Parents Help Buy 
School Equipment 


Cuicaco—Encyclopaedia Britan- 
nica Films, Inc., makes educa- 
tional and teaching films. Edu- 
cators, impressed by the Army’s 
teaching record with motion pic- 
tures during the war, welcomed 
them, because EB films are pro- 
duced by educators. 

But school budgets frequently 
can’t be squeezed hard enough to 
provide the necessary film equip- 
ment. 

So Encyclopaedia Britannica 
Films and its agency, Earle Ludgin 
& Co., have taken the case to the 
public with a series of two-thirds 
pages in Time. The ads, using a 
light touch with headings such as 
“Good schools don’t have dunces 
any more,” and “There’s no day- 
dreaming in school today,” tell a 
factual story of the increased 
teaching and learning values stem- 
ming from EB films. 


s But, more importantly, they 
seek direct action from parents. 
One ad, for example, winds up 
like this: 

“Is there a projector in your 
child’s school? Can the teachers 
secure the films they want—when 
they want them? If not, find out 
how you can help your schools 


obtain a complete library of films.” 

And each ad contains a “foot- 
note” like this: 

“Teachers and school admini- 
strators desperately want more 
projectors and classroom motion 
pictures... but budgets are small. 
So discuss EB films with them, with 
other parents, at PTA meetings. 
Help your school people secure a 
complete library of educational 
films. Your child deserves the great 
benefits of these modern teaching 
tools.” 

The campaign hasn’t run long 
enough to show any direct re- 
sults, but the agency defines the 
response from school authorities 
as “rewarding.” 


Issues ‘Oftset Scrapbook’ 


A. A. Archbold, publisher, 1209 
S. Lake St., Los Angeles, has is- 
sued a new “Offset Scrapbook,” 
sixth in the series. This edition 
contains more than 400 illustra- 
tions and sketches designed for 
offset paste-up, use as art in mak- 
ing engravings or for mimeoscope 
tracing. Copies are available at 
$6 each. 


Elects Zugsmith 

Albert Zugsmith, executive vice- 
president of Smith Davis Corp., 
newspaper and radio broker, has 
been elected chairman of the 
board of directors of Business 
Corp. of America, Philadelphia, 
60% of which was recently ac- 
quired by Smith Davis (AA, Feb. 
21). 


Do You 


your telephone! 


MAT 


You can get your mats, plastic 
plates and proofs anytime—and on 
time—day or night, 24 hours a day! 


Progressive is only as far away as 


doi 


RIX COMPANY 


517 SOUTH JEFFERSON STREET, CHICAGO 7, ILLINOIS 


Know? 


WABASH 2-1204 
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Advertising Aye, May 23, 1949 


Men’s Stores Spent 
More to Advertise 
in ‘48, Study Shows 


WASHINGTON—Advertising ex- 
pe se of men’s clothing stores last 
ye r was higher in proportion to 
sales than in any year since 1941, 
according to a survey just com- 
pleted by the National Association 
of Retail Clothiers and Furnishers. 

The survey shows dollar sales 
yolume down for most men’s wear 
stores in 1948 compared with 1947, 
while operating expenses continue 
to climb. Markdowns produced 
5.2% of volume, compared with 
3.6% in 1947. The association said 
“normal” markdown volume 
should not exceed 5%. 

Advertising for stores in the 
“under $100,000” group took $1.91 
of each $100 of gross volume, com- 
pared with $1.66 in 1947. For larger 
stores, advertising totaled $3.13 per 
$100 of gross. Their total operating 
expenses were $31.74 per $100 of 
gross. 

Virtually all the stores used 
newspapers. Eighty-four per cent 
of the larger stores (the “over 
$200,000” group) reported using 
direct mail; 65% radio; 43% out- 
door, 6% car cards and 2% tele- 
vision. Smaller stores reported 
62% using direct mail; 51% radio; 
27% outdoor, and 11% car cards. 


Newspaper Admen Elect 


Pacific Northwest Newspaper 
Advertising Executives Association 
has elected Webster Ruble, adver- 
tising manager of the World, Aber- 
deen, Wash., president. R. E. Bell, 
advertising manager of the World, 
Wenatchess, Wash., has been 
named vice-president, and Arthur 
B. Wallace, national advertising 
manager of the Journal, Portland, 
Ore., has been elected to his third 
term as secretary-treasurer. 


CBS Advances Horton 


Kingsley F. Horton has been 
named assistant general sales man- 
ager of the CBS Television Net- 
work, New York. For the past ten 
months he has been an account 
executive in the sales department 
of CBS-TV. 


SuHort True Story: Not so long 


ago, the Metal Lathe Manufac- 
turers Association, Cleveland, is- 
sued a call for bids on its new 
account to four Chicago public re- 
lations organizations—three of 
them the very biggest and one 
small. When the head of the small 
p.r. company at length met with 
W. B. Turner, commissioner of the 
association, Mr. Turner filled him 
in on what had happened thus 
far. 

Each of the big Chicago organi- 
zations had already rushed a man 
to Cleveland. Each account man 
had tried to sell the association. 
Each also, by coincidence, had 
knowingly observed, “I suppose 
our big competition is Hill & 
Knowlton.” 

It so happens, Mr. Turner re- 
lated, that his people had decided 
to employ a p.r. counsel without 
knowing much at all about the 
field. They had been told that the 
nearest place to find a p.r. spe- 
cialist was Chicago. The first Mr. 
Turner and his people knew about 
Cleveland’s Hill & Knowlton was 
when the Chicago men began men- 
tioning it. 

P.S.—Hill & Knowlton is the 
new p.r. counsel for Metal Lathe 
Manufacturers Association. 


McGraw-Hill Publishing Co. ex- 
pects to know definitely by Sep- 
tember whether it will start pub- 
lication of Farm Business, a week- 
ly, on which it has been working 
for two years. An advertising po- 
tential study is now being made. 


After 63 years, that Coca-Cola 
bottling franchise seems to be 
worth something. C-C does not 
reveal dollar sales figures, but it’s 
estimated that the average Amer- 
ican—man, woman and child—now 
consumes about 80 bottles or 
glasses of this fizzy beverage an- 
nually. That would make a retail 
volume, at 5¢ a shot, of about 


$700,000,000 and a probable “fac- 


tory” volume of about $500,000,- 
000, for the U. S. alone. 

Coca-Cola now has 1,052 bot- 
tlers in this country. Some of them 
are owned by groups of people. All 
told, since 1886, more than 2,000 
owners of C-C and bottling com- 
panies are reported to have be- 
come millionaires. 


For the past few months, Mc- 
Graw-Hill Publishing Co. has been 
selling Architectural Forum, pub- 
lished by Time, Inc., along with 
McGraw-Hill publications through 
its staff of subscription salesmen 
in the field. Present indications 
are, however, that the company 
will not add any other magazines, 
at least domestically. Overseas may 
be a different story. The company 
has 200 field salesmen, in the U. S. 
and abroad. 


Weintraub Names Reeder V.P. 
and K-F Account Executive 


John F. Reeder, former vice- 
president and general manager of 
C. J. La Roche Co., New York, has 
joined William H. 
Weintraub & Co., 
New York, as 
vice-president 
and account ex- 
ecutive for Kai- 
ser-Frazer. Mr. 
Reeder served as 
advertising man- 
ager for Cadillac 
Motor Car Co. 
from 1932 to 1934 
and from 1934 to 
1940 was vice- 
president and 
manager of the Detroit office of 
Young & Rubicam, concentrating 
on the Packard account. 

He moved to the New York of- 
fice of Young & Rubicam in 1940, 
as vice-president and manager of 
the contract department. Following 
service in the war, Mr. Reeder 
returned to Y&R in 1943, directing 
the agency’s WAC account. He 
became vice-president and general 
manager of Walt Disney Products, 
Burbank, from 1945 to 1948 and 
then joined C. J. La Roche. 


John F. Reeder 


How Old is TV in Buffalo? 


ONE YEAR! 


How Big is TV in Buffalo? 
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itso GIANT! 


Yes—a giant from all angles. Advertisers? 201 local and national 


firms have used WBEN-TV. Sets? 22,368 are operating in the Buffalo 
Area. Networks? NBC Basic, plus choice shows from ABC, DuMont 
and CBS. Local Programs? 26 Buffalo-built shows each week, cov- 
ering mystery, musical variety, barn dance, quizzes, Buffalo News- 


Reel, personalities, homemaking, talent search, news, all major 


sports. Time is available. Programs are ready. See your nearest 
Petry office. Wise advertisers are consistently using Buffalo’s Pio- 


neer television station. There’s room for more on Channel Four! 


NBC BASIC - CH 


-TV 


ANNEL 4 


Beckman Resigns 
as Ad Director for 
Florida Commission 


TALLAHASSEE, FLA.—Roy C. Beck- 
man has resigned as director of 
the Florida State Advertising Com- 
mission. He had served as its di- 
rector since the beginning of the 
state advertising campaign in Jan- 
uary, 1946. Mr. Beckman has not 
announced future plans. 

Also resigning as of May 31 is 
John B. Parramore, research chief 
of the commission. Previously, five 
of nine commission members re- 
signed after the election last fall. 

On June 22, applications of agen- 
cies to handle the state’s account 
will be heard in Tallahassee. The 
contract with the present agency, 
Allied Advertising Agencies of 
Florida, Inc., will expire June 30. 

Allied is a functioning unit or- 
ganized by four agencies in 1945 
to handle the account. The agen- 
cies are: Robert E. Clarke & As- 
sociates, Miami; Griffith Adver- 
tising Agency, St. Petersburg; R. 
E. McCarthy Advertising Agency, 
Tampa, and Newman, Lynde & As- 
sociates, Jacksonville. 


Two Name Erwin, Wasey 


Erwin, Wasey & Co. of Min- 
nesota, Minneapolis, has been ap- 
pointed advertising representative 
for the DU-AL Mfg. Co., Sioux 
Falls, S. D., manufacturer of du- 
plex action loader and stacker 
farm machinery, and American 
Linen Supply Co., Minneapolis. 


Pershall Nomes Sproat V. P. 


William E. Sproat, art director, 
has been appointed a vice-presi- 
dent of J. R. Pershall Co., Chicago. 


Austin Advanced 

R. G. Austin, district sales rep- 
resentative, has been appointed 
sales manager of the Dalglish laun- 
dry and dry cleaning division of 
Standard Chemical Co., Leaside, 
Toronto. 


( Advertisement) 


New Armco V. P. 


Frank H. Fanning has been elected 
vice president in charge of operations 
of Armco Steel Corp., at Middletown, 
Ohio. Mr. Fanning reads The Wall 
Street Journal regularly, as do 23,509 
other vice presidents in this daily read- 
ing. audience of 223,641 businessmen. 
These executives find The Journal's 
reporting of significant business hap- 
penings and trends most helpful in 
making their day-to-day decisions. 
Their decisions can well affect your 
business. Get the most out of your 
advertising dollars by putting The 
Wall Street Journal at the head of 
your list. 


GREAT INDUSTRIES tm 
Growing GREENSBORO MAR 


aid 


Ree 


© PERLEY A. THOMAS CAR WORKS, Inc. © 


Representing one of the largest single operations of its kind 
in America, the Perley A. Thomas Car Works is the South's 
largest manufacturer of School Buses annually producing 
over 2000 units sold in every State from Maine to Florida and 
as far West as Kentucky . . . another indication of the diversi- 
tied industrial activity in the Greensboro Market. 


Focus YOUR sales promotion on the $$594,244,000* Sales 
Potential or Net Buying Income of the 593,300 people who 
live and work in the Greensboro 12 County ABC Area 
through the NEWS and RECORD with more than 99,000 
daily circulation and 60°%/, coverage of the market. 


News 


*1948 Sales Management 


Greensboro 
and Kecord 


GREENSBORO, N.C. 
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Transportation Ad 
Association Votes 
to Boost Promotion 


CoLorapo Sprincs—The National 
Association of Transportation Ad- 
vertising voted continuation of the 
five-year-old Continuing Study of 
Transportation Advertising at its 
annual meeting here last week. 

Studies of transit advertising ef- 
fectiveness in 13 U. S. markets and 
one in Canada have already been 
completed, and the association 
also approved a recommendation 
of the Advertising Research Foun- 
dation, which handles the studies, 
to produce a comprehensive sum- 
mary of the complete findings on 
all studies to date. 

This summary will analyze all 
ear cards thus far studied as to 
basic art, layout, illustration, copy 
theme, extent of copy, type of ap- 
peal, etc., as guide posts for cre- 


: “This Campaign will 
Sell Homes in 1949! 
—<<— 
on REA/ Sicy 


A HOME OF YOUR OWN 


Manufacturers: Write for details on how you can 
tie in with this campaign for more sales in 1949. 


Practical Builder + Bwilding Supply News 
5 Sovth Wabash Ave., Chicago 3, lil. 


ating car card advertising with 
maximum pulling power. 

The transportation advertising 
association also voted an expanded 
promotional program to tell the 
story of the medium to advertisers 
and agencies. 


s Jay Murray, Murray & Malone, 
Minneapolis, was elected president 
of National Association of Trans- 
portation Advertising. The new 
vice-president is Ray Carr, Pacific 
Northwest Transit Advertising, 
Portland; secretary is D. Murray, 
Public Service Coordinated Trans- 
port, Newark; and treasurer is 
Otto J. Grieser, Canadian Street 
Car Advertising Co. Philip J. 
Everest is managing director. 

A review of the FM bus radio 
field indicated that present use of 
the medium is confined almost en- 
tirely to local advertisers, with na- 
tional advertisers holding off for 
wider national coverage and so- 
lution of some reception problems. 
Optimistic reports were received, 
however, on increasing use of dis- 
play advertising on the outside of 
buses and cars. Outside signs are 
now carried in about 200 markets, 
and most recently luminous paint 
has been tested. 

Wesley Loomis, Loomis Adver- 
tising Co., was named to direct the 
NATA research program, and Mr. 
Carr will direct the expanded pro- 
motion program. Additional per- 
sonnel will be added to the head- 
quarters staff to carry out the pro- 
motional operations, including ex- 
tension of efforts to develop local 
co-op advertising. 


G-E Appoints Philippi 


Karl Philippi, acting manager, 
has been appointed manager of 
the electronics and merchandise 
division of International General 
Electric Co., with headquarters in 
New York. 


EDUCATION 


Again WBNS gains another 


Blanton and Chet Long. 


won the award “hands down”. 


ON WBNS 
SINCE °41 
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First Award — 
19TH INSTITUTE FOR I 


“First”. 
production of "Santa Claus Land" written and produced by Park 
It was cited as being an original and 
effective approach to the idea of Santa and his elves in Toyland. 
A production that was so different and typical of WBNS that it 


52% of COLUMBUS FOLKS OWN THEIR HOMES — 


When families move to Columbus they come to stay. They enjoy 
the city with its metropolitan hustle and close-by rural area. 163,550 
of these families are loyal WBNS listeners. Their buying power has 
proved again and again that WBNS time pays dividends. 


IN COLUMBUS IT’S 


POWER 5000 D-1000°+N CBS 


BY RADIO 


This time for its holiday 


A recent survey shows 
that Hanna Paint is 
the first choice in the 
WEBNS listening area. 
Consistent announce- 
ments on this station 
have helped put this 
its top 


company in 
position. 


ASK JOHN BLAIR 
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MOBILE PROGRAM BOARD—Charles F. Dilcher, John Blair & Co., Chicago, learns 
how to operate the motor-driven program board which travels between the program 


director's and commercial manager's offices in the new Radio Center set up by 


KFYR, Bismark, N. D. Mr. Dilcher is touchi 


ng the electric button which sets the board 


in motion, while F. E. Fitzsimonds, station manoger, explains how it works. 


CBS Takes Seven 
Top Hooper Spots; 
NBC Places Five 


New YorK—“Lux Radio The- 
ater” (CBS) and Kaiser-Frazer’s 
Walter Winchell (ABC) held top 
positions on Mr. Hooper’s first 15 
in the May 15th report. 

Columbia led the networks with 
seven leaders in the evening, fol- 
lowed by NBC with five and ABC 
with three. 


The nighttime favorites: 
Lux Theater (CBS) 
Walter Winchell (ABC), Kaiser- 

Frazer A 
Jack Benny (CBS), Lucky Strike ........ 19. 
My Friend Irma (CBS), Pepsodent ...... 18. 


eres Talent Scouts (CBS), Lip- 
"rae 
Fibber & Molly (NBC), Johnson's 

TOUTE: sidetiinsustlindidehtaiinenietientttelidiaaitstnsucintiniguiees 15 


People Are Funny (NBC), Raleigh ...... 14. 
Louella Parsons (ABC), Jergens 4 
Dennis Day (NBC), Colgate ........... 3 
Bob Hope (NBC), Swan ................... 3 
Suspense (CBS), ‘Auto- aes 2 
Crime Photographer (CBS), Toni 2. 
Your Hit Parade (NBC), Lucky Strike .12. 
Bob Hawk (CBS), Camel 12 
Stop the Music (ABC), Eversharp, 

Old Gold, Speidel 


w Average rating of 7.8 is down 
0.9 from the last report and 1.2 
from a year ago. Sets-in-use this 
report averaged 27.9—down 1.7 
from last report and 1.0 from a 
year ago. 


The daytime leaders: 


Ma Perkins (CBS), Oxydol ...........0.000000. 7. 
Arthur Godfrey (CBS), National Bis- 
cuit, Gold Seal, Chesterfield ...:............... 7. 
eg OS aaa a. 
Widder Brown (NBC), Sterling ................ 6. 
When a Girl Marries (NBC), General 
SETI ahinsainiatiibilinetaneiiimatiahieantinieenmeniascntoud 6. 
Helen Trent (CBS), Whitehall ................... 6. 
Portia Faces Life (NBC), General 
Foods 
Stella Dallas (NBC), Sterling 6. 
Our Gal, Sunday (CBS), Anacin 6. 
Lorenzo Jones (NBC), Sterling ..... ..6. 
Aunt Jenny (CBS), Spry 6 


Average daytime rating—4. ae 
is down 0.5 from last report and 
0.4 from a year ago. Average sets- 
in-use of 16.9 is down 1.1 from last 
report and 1.4 from a year ago. 


Chicago Admen Try 
to Abolish Formal 
Wear in Hot Weather 


CuHiIcaco—It’s not new, really, 
but it’s sincere enough to warrant 
mention. 

Viz.: A few farsighted, honest, 
100% American space salesmen 
and admen here have organized an 
organization, loose-jointed though 
it may be, that proposes aboli- 
tion of the necktie, from June 1 
to Labor Day, 1949. 

In fact, these iconoclasts even 
fight the non-sportshirt, non-slacks 
type of summer formality. 

John Flanagan, Crowell-Collier 
Publishing Co., heads the human- 
itarian movement. 


Stetfey Rejoins ‘This Week’ 


William W. Steffey, formerly 
vice-president of LeVally, Inc., 
Chicago, has rejoined the Chicago 
office of This Week Magazine. 
Prior to joining LeVally, Mr. 
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Harrison Handles 
Retail Campaign 
on U.S. Economy 


New YorK—Lester Harrison, 
Inc., has been appointed volunteer 
advertising agency for the Adver- 
tising Council’s special retail pro- 
motion of the American economic 
system. 

Lester and Charles Harrison will 
direct the preparation and pro- 
duction of a newspaper proof sheet 
of nine advertisements and spot 
radio announcements for use by 
retailers. 

The copy was created by a sub- 
committee of the council’s retail 
advertising committee, consisting 
of Lois Ingalls, Thalhimer Bros., 
Richmond; E. G. Circuit, Zion 
Cooperative Mercantile Institution, 
Salt Lake City, and Samuel J. 
Cohen, Lit Bros., Philadelphia. 
James Rotto, sales and publicity 
director of Hecht Co., Washington, 
is retail advertising committee 
chairman. 


Lonergan Promotes Tepfer 


J. R. Tepfer, southern district 
sales manager, has been named 
sales manager of Lonergan Mfg. 
Co., Albion, Mich., manufacturer 
of furnaces and space heaters. He 
succeeds S. J. Lonergan Jr., who 
has assumed general administra- 
tive duties. 


Hickey to ‘Rock Products’ 


E. H. Hickey, formerly with 
Roads & Streets, published by Gil- 
lette Publishing Co., has been 
named midwestern representative 
of Rock Products, published by 
Maclean-Hunter Publishing Corp. 
He will make his headquarters in 
Chicago. 
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TV Time Outlay 
for Four Months 
Hits $7,930,243 


New YorK—Gross televi: ion 
time expenditures by adverti: ers 
on the four networks reached 57. 
930,243 from January thro igh 
April, according to N. C. Rora- 
baugh Co. 

Network gross time billings 
jumped from $349,859 in January 
to $1,139,798 in April, with a tota) 
of $2,904,452 for the four months 
National and regional spot billings 
climbed from $614,645 in January 
to $951,029 in April, for a tota! of 
$3,036,576 during the four-month 
period. Local and retail billings in- 
creased from $387,065 in January 
to $558,655 in April, totaling $1. 
989,215 for the four months. 

National Broadcasting Co.’s tele- 
vision gross time billings of $1,- 
860,058 from January through 
April led the three other television 
networks, and _ increased from 
$263,897 in January to $726,23) 
for April. 

The other networks also enjoyed 
a gain in billings during this 
period. American Broadcasting Co. 
went from $7,360 in January to 
$58,350 in April, with a total of 
$116,280 for that period. Columbia 
Broadcasting System jumped from 
$46,762 in Janucry to $229,341 in 
April, with a total of $571,078, and 
DuMont Television Network went 
from $31,840 in January to $125,- 
876 in April, with a total of $357,- 
036. 


Sets Distribution Meeting 

The 2ist annual Boston con- 
ference on distribution, sponsored 
by retail trade board, Boston 
Chamber of Commerce, will be 
held Oct. 10-11, 1949, at the Hote! 
Statler, Boston. 


WHY OVERLOOK 
10 BILLION $$$ 
WORTH « SALES! 


Wake up! 15 million American Negroes 
buy food, drinks, drugs, cosmetics, 
other products. They have 10 billion 
dollars to spend! Tell them what you 
have to sell. The best way is through 
Race publications, the Negroes’ own 
newspapers and magazines. Through 
them you make friends with the most 
loyal customers in the world. Tremen- 
dous profits are made through adver- 
tising to this great and growing mar- 
ket. For full details write Interstate 
United Newspapers, Inc., 545 Fifth 
Ave., N. Y., serving America’s leading 
advertisers for over a decade. 
NOTE: We now have facts compiled by the 

® Research Co. of America on brand 
preferences of Negroes from coast to coast, 
the only study of its kind ever made. Write now 
for this free \nformati jon, 


ad Write or ‘phone 


Steffey was with This Week for 
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seven years. 


CHANT PRINT BOOK 


for YOUR FREE 
copy ...+ today! 
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Audit Only Paid 
Circulation, ABP 
Decides by Vote 


(Continued from Page 1) 

led by Col. Willard Chevalier of 
the McGraw-Hill Publishing Co.; 
Andrew J. Haire, Haire Publishing 
Co., and Arnold Friedman, Chain 
Store Age. The opposition point of 
view Was supported by George O. 
Hays, Penton Publishing Co.; Har- 
vey Conover, Conover-Mast Corp., 
and Marshall Haywood, Haywood 
Publishing Co. 


s The official name of the asso- 
ciation was changed by unanimous 
vote to Associated Business Publi- 
cations after having been known 
for 33 years as Associated Busi- 
ness Papers. 

Other changes voted in the con- 
stitution expanded the executive 
committee from 9 to 15; provided 
a new procedure for nominating 
officers and directors, and assigned 
specific operating functions to the 
Ist and 2nd vice-presidents. The 
office of chairman of the board 
was eliminated. 

The research committee chair- 
maned by William K. Beard Jr., 
McGraw-Hill, made an enthusi- 
astic report on the reception ac- 
corded to Advertising Research 
Foundation’s study of Automotive 
Industries, financed by ABP. The 
executive committee has recom- 
mended ear-marking $15,000 for 
additional readership research, but 
no decision was made as to the 
project. 


s New officers elected were: 

President, James G. Lyne, Sim- 
mons-Boardman Publishing Co.; 
lst vice-president, Arnold Fried- 
man, Chain Store Age; 2nd vice- 
president, Paul Clissold, Bakers’ 
Helper; secretary, Tom Haire, 
Haire Publishing Co., and treas- 
urer, N. O. Wynkoop, Power. 

Members of the executive com- 
mittee are: E. F. Hamm Jr., Traf- 
fie World; Howard Moore, Moore 
Publishing Co.; C. E. Price, Keeney 
Publishing Co; Col. Willard Chev- 
alier, McGraw-Hill; Don McAl- 
lister, Sports Age; Roy Shrope, 
Bakers Weekly; George Slocum, 
Automotive News; Tom Nelson, 
Gulf Publishing Co.; Karl Mann, 
Case-Sheppard-Mann Publishing 
Co., and Judd Payne, Architectural 
Record. 


PUTMAN LASHES AT 
CHEVALIER STATEMENT 


Cutcaco—Putman Publishing Co. 
last week released two mailing 
pieces, one called: “An Open Letter 
to Col. Willard T. Chevalier,” and 
the other “More Facts from the 
Fight’ for Postal Subsidy.” The 
letter was signed by Russel L. 
Putman. 

The open letter said the Mc- 
Graw-Hill vice-president’s attack 
on postal parity, “plus your vig- 
orous protecting of the special low 
postage rates net-paid publishers 
bay, would explain a lot to ad- 
vertisers, I am sure.” 

lutman noted testimony to the 
efiect that if net-paid papers paid 
the same postage’ as controlled, 
M: Graw-Hill’s postage bill would 
be raised $800,000 annually. He 
said that “most advertisers have 
no’ understood that the struggle 
for net-paid is mainly a struggle 
for low postage.” 

e noted the Colonel’s declara- 
tio. that the primary obligation of 
co: trolled papers “is obviously to 
the advertisers,” and said “you 
m: le it sound bad to recognize 
such obligation to advertisers. You 
im lied that this meant “refusing 
to serve subscribers or readers.” 
Su ely you understand that when 
4 }ublisher, and his editors, rec- 


Last Minute News Flashes 


Philbin, Brandon & Sargent Form Agency 


New YorK—A new advertising agency, Philbin, Brandon & Sar- 
gent, specializing in television, has been formed with offices at 277 
Park Ave. Principals in the agency are: Ewling R. Philbin Jr., formerly 
in the sales department of New York Life Insurance Co., New York, 
president; Peter J. Brandon, formerly in the sales department of Mutual 
Broadcasting System in New York and Detroit and before that station 
manager of WFAK, Charleston, S. C., vice-president; and Clement 
Denny Sargent, formerly with Young & Rubicam and J. Walter 
Thompson Co., New York, secretary, treasurer and art director. 


Ancient Age Whisky Gets 7-Week Promotion 


New YorK—Straight Whisky Distilling Co. of America, a Schenley 
division, is launching one of its largest campaigns this month for 
Ancient Age. A series of 1,500 and 1,000-line editorial ads will appear 
in 40 newspapers in 18 states and the District of Columbia for a 
seven-week period and full-color pages and half-page ads will appear 
in Life beginning May 30. A four-color back cover ad is scheduled 
for Esquire. William H. Weintraub & Co. is the agency. 


Michigan Bell to Use TV to Boost Phone Use 


Detroit—Michigan Bell Telephone Co. will break a series of one- 
minute TV spots to promote long distance telephone service, starting 
June 15 in this area. Prepared by N. W. Ayer & Son, these announce- 
ments may be used by other member companies of the Bell System if 


the test run proves effective. 


Beer-Bob Completes National Distribution 


New YorK—Beer-Bob, Inc., 


will 


introduce Beer-Bob hair set 


in New York on May 25 with ads in the New York Daily News and 
World-Telegram. The product is also being tested in newspapers in 
upper New York State and New England. National distribution has 
been completed. L. H. Hartman Co. is the agency. 


McCann-Erickson Resigns Chase Candy Account 


Cuicaco—McCann-Erickson, 


Inc., 


has resigned as advertising 


agency for Chase Candy Co., St. Louis. The account has been handled 


by McCann’s office here. 


Lea & Perrins Tests HP Sauce in Rochester 


New YorK—Lea & Perrins is testing HP sauce, which it manufac- 
tures in England, through ads in the Rochester Times-Union, offering 
30¢ to consumers who send in a label from a bottle with a letter tell- 
ing how they like HP. Hewitt, Ogilvy, Benson & Mather is handling 


the advertising. 


Shulton Promotes Larger Old Spice Bottle 


New YorkK—Shulton, Inc., is running ads this month in 32 news- 
papers throughout the country for Old Spice after shave lotion, pro- 
moting a larger size bottle, with no price change, and a new leak-proof 
top. Wesley Associates, New York, is the agency. 


Jordan Joins Evans; Agency Changes Name 
Cuicaco—Evans Associates, 26-year-old Chicago agency, has changed 
its name to Glenn, Jordan, Stoetzel, Inc. W. D. Jordan, formerly vice- 
president of Liquid Carbonic Corp., has joined the agency as president, 
succeeding K. V. Reed, now executive vice-president. Liquid Carbonic, 
an Evans client for 15 years, continues as an account of Glenn, Jordan, 


Stoetzel. 


ognize this obligation to advertis- 
ers they must serve readers even 
better ...so they can prove actual 
readership in terms of reader re- 
sponsiveness to advertising. 


a “Surely we cannot ask adver- 
tisers to buy and keep on buying, 
merely on faith. I believe your 
testimony helps explain to adver- 
tisers why magazines like ours 
are so responsive to advertising... 
while many net-paid papers are 
not.” 

The “more facts” booklet noted 
the Colonel’s testimony that a 
“special rate’ (second class) is 
open to abuse and needs to be safe- 
guarded because “there always will 
be those who will try to take ad- 
vantage of it to serve their own 
interests.” 

The booklet again noted that Mc- 
graw-Hill would have to pay 
$800,000 more if it were on the 
controlled rate for postage, and 
estimated that if Business Week 
and Science Illustrated were in- 
cluded, the raise would be more 
than $1,000,000 annually. 

Putman also attacked Chevalier’s 
assertion that some _ controlled 
papers had been started as house 
organs by pointing out that Busi- 
ness Week is derived from Maga- 
zine of Business, which descended 
from System, which was originally 
issued as a house sales organ by 
Shaw-Walker Co., Muskegon, 
Mich. Tide and Printers’ Ink also 
began as house organs, the leaflet 
noted, the first for Time, Inc., the 
second for George P. Rowell Ad- 
vertising Agency. 

Col. Chevalier and most top 
personnel of McGraw-Hill were 


in Hot Springs, Va., attending the 
annual meeting of Associated Bus- 
iness Publications when the book- 
lets were released, and no com- 
ment was available. 


Zenith Plans Campaign 

Zenith Radio Corp. will spend 
$300,000 in one month, starting 
this week, to promote its new FM 
table model set, the Model, said 
to have exceptionally high selec- 
tivity. Newspapers, magazines and 
farm publications will be used. 
MacFarland-Aveyard & Co. is the 
agency. 


Mrs. Roosevelt 
Televised to Push 
Series in ‘McCall's’ 


New YorK—Mrs. Eleanor Roo- 
sevelt’s memoirs, “This I Re- 
member,” to be published in seven 
installments in McCall’s, starting 
with the June issue, will be given 
a three-way promotional push via 
radio, television and newspapers. 

The drive will break May 26 
in 16 cities and continue through 
June 4. One-minute and 20-second 
TV announcements featuring Mrs. 
Roosevelt will be carried on 22 
stations in New York, Philadel- 
phia, Boston, Washington, St. 
Louis, Chicago, Los Angeles, De- 
troit, Cleveland and Minneapolis- 
St. Paul. Radio announcements 
also are scheduled for these cities, 
plus six others. 

The broadcasting will be reen- 
forced by newspaper copy in all 
cities except Minneapolis. Federal 
Advertising Agency is handling the 
promotion. 


- 30 MILLION KIDS OVERSEAS 
NEED SOAP! 


a4 


You can help! Here's how you can send 
them Swan seap through “C.A.RE.”~at no cost to you! 
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WRAPPERS FOR CARE—Lever Bros. Co. is 
using this full-page message in magazines 
during May and June as part of an 
all-out campaign, with the cooperation 
of grocers, to send millions of bars of 
soap to needy European children. 


BAB Will Collect 
Complete File of 
Radio Case Studies 


New York—One of Broadcast 
Advertising Bureau’s first jobs 
will be to collect “documentary 
evidence of radio’s ability to talk 
to more people for less money,” 
Maurice B. Mitchell, director of 
the National Association of Broad- 
casters’ new bureau, said last 
Thursday. 

Speaking before a meeting of the 
Radio Executives Club, he asserted 
that radio as an advertising me- 
dium doesn’t need to take second 
place to any. Mr. Mitchell said 
BAB will complete the “biggest 
and most complete file of case his- 
tories ever put together in radio.” 

Regional offices are planned to 
provide broadcasters at the local 
level with the latest, most efficient 
and powerful sales tools, he added. 


ae Mr. Mitchell also outlined 
briefly several projects for televi- 
sion, including: 

1. An analysis of TV’s effective- 
ness in the retail field; 

2. Presentations to acquaint 
manufacturers with the possibili- 
ties of using film announcements 
for dealer tie-ins as they have used 
radio spots, and 

3. A campaign to standardize 
video rate cards and contracts. 

A. D. “Jess” Willard Jr., NAB 
executive vice-president now as- 
signed to television activities, 
called attention to the fact that 15 
of the association’s 25 directors 
and 300 of its members are TV sta- 
tion operators, grantees or appli- 
cants. 

“Radio may have to sharpen its 
programs and selling techniques, 
but even when television becomes 
the greatest communication mass 
medium—as I believe it will—ra- 
dio, with its low costs, still will 
be a gold mine,” Mr. Willard said. 


RCA Borrows $60,000,000 
to Pay Debts, for Expansion 


Radio Corp. of America, New 
York, has arranged through Leh- 
man Brothers to borrow $60,000,- 
000 from investing companies, 
David Sarnoff, chairman of the 
board, announced. 

RCA has drawn $40,000,000 of 
the amount and will borrow the 
remainder before Dec. 29, 1950. 
The funds will be used to prepay 
term bank loans maturing 1951 
through 1956, which are outstand- 
ing in the amount of $40,000,000. 
The rest of the capital will be 
used to finance the company’s ex- 
pansion. 


Issues New Rate Card 


Presbyterian Life, Philadelphia, 
has issued a new rate card, effec- 
tive Sept. 3, 1949. The rate for one 
page, one time will be $368. The 
rates are based on an average cir- 
culation of 64,000 net paid. 


More Individual 


Thinking Urged 
by Bruce Barton 


Cuicaco—Bruce Barton, chair- 
man of Batten, Barton, Durstine 
& Osborn, returned to Chicago May 
19, almost 50 years to the day 
since he first came here as a chilJ, 
to tell the Chicago Federated Ad- 
vertising Club’s annual awards 
dinner that what lies ahead in ad- 
vertising—and for the country as 
a whole— in the next 50 years de- 
pends on what we all do to main- 
tain independence of thought and 
action, the capitalistic system and 
a free enterprise society. 

Declaring that the greatest ab- 
surdity of the times is the fact 
that the greatest nation on earth 
should be pursuing a course based 
on two fears—fear of depression 
and fear of Russia—Mr. Barton 
advanced four “simple sugges- 
tions” to his listeners: 


1. “Beware whenever you find 
yourself in agreement with the 
majority. Majority rules, but ma- 
jorities can be, and often are, 
stupid and thoughtless.” 

2. “Shun the propaganda and the 
predigested ideas put forth by com- 
mentators and columnists. Learn to 
do your own thinking.” 

3. “Beware of the books ‘every- 
body is reading.’ They may be the 
most popular, but not necessarily 
the most intelligent.” 

4. “Beware of politicians, in of- 
fice or out. Civilizations always 
decline when they develop a 
‘leader complex.’ ” 


Sears Catalog Lists 
$7 Telechrori Clock 
for $3.58 in Sale 


Cuicaco—Sears, Roebuck & Co.’s 
spring-and-summer catalog out 
last week features price cuts 
throughout, ranging up to 50% on 
some lines. 

One of the most interesting is 
a $3.58 listing for the Telechron 
Minitmaster Jr., which Sears says 
never before sold for less than 
$7.14. Only a week ago, Telechron, 
Inc., in a full-color spread in Life, 
listed its prices as ranging up 
from a minimum of $4.95. 

Sears’ furniture is cut on an av- 
erage of 15%. Its food freezers are 
cut $22 to $45; the Kenmore “722” 
tank-type cleaner is down $10 to 
$49.95; shoe prices are back to the 
1946 level, etc. 

The 304-page catalog is the lar- 
gest Sears has ever issued. 


Grey Advertising Names 
Fleming & Trump 


Michael Fleming, for the past 
five years with J. Walter Thomp- 
son Co., has been appointed copy 
chief of Grey Advertising Agency, 
New York, effective June 1. Prior 
to his association with JWT, Mr. 
Fleming was with Young & Rubi- 


F. J. Trump M. Fleming 


cam and Marschalk & Pratt. 

Frederic J. Trump, formerly an 
account executive of McCann- 
Erickson, has joined Grey in the 
same capacity. Mr. Trump spe- 
cializes in the drug, cosmetic and 
packaged goods fields. Mr. Fleming 
and Mr. Trump will replace Will- 
iam Bernbach, vice-president in 
charge of creative departments, 
and Ned Doyle, vice-president, 
who have resigned. 
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What ABC, CBS Paid 
to Star Performers 
Reported to SEC 


WASHINGTON-—Columbia Broad- 
casting System paid Arthur God- 
frey $440,514 and Lowell Thomas 
$420,300 last year, according to 
reports filed with the Securities 
and Exchange Commission. 

CBS President Frank Stanton 
was paid $109,798. 


| How to Save $$$ On - 


ADDRESSOGRAPH _ 


* We make and maintain 
your plates, and run your 
mailings on our equipment— 
saving you thousands of dol- 
lars in equipment costs and 
labor. (Name plates and 
frames remain your prop- 
erty). 


Fast Serutee and reo- 


sonable prices on jobs of all sizes, 
up to 50M and more. 


SPECTER 


ADDRESSING SERVICE 


333 W. Loke St., Chicago 6, DE 2-4635 


ABC paid Don McNeill, star of 
“Breakfast Club,” $180,229. ABC 
Vice-President Paul Whiteman was 
paid $145,316, and network Pres- 
ident Mark Woods $75,000. 

Other CBS salary payments: 
John Reed King, announcer-pro- 
ducer, $95,795; Tom Howard, co- 
median-writer, $218,751; Ed Sulli- 
van, commentator and master of 
ceremonies, $53,550; Frank Cooper 
Associates, $165,275. 

ABC paid F. Allen Russel $79,- 
350; Baukage, $32,233; Cal Tin- 
ney, $20,800;Margaret Lynch, $62,- 
549; Allen Funt, $78,625, and Edd 
and Pageen Fitzgerald, $57,969. 

Reports from NBC and Mutual 
have not yet been filed. 


Ottawa Adclub Elects 


John M. Garland, of John M. 
Garland Son & Co., has been elected 
president of the Advertising and 
Sales Club of Ottawa. Other of- 
ficers elected are: T. Eldon Veitch, 
A. E. Veitch & Sons Ltd., vice- 
president; G. Douglas Scott, Ken- 
nar Press Ltd., secretary, and Don- 
ald S. Fraser, Importer’s Agent, 
treasurer. 


Appoints Honig-Cooper 


Honig-Cooper Co., San Fran- 
cisco, has been named to handle 
the advertising in the Chicago area 
or California & Hawaiian Sugar 
Refining Corp., packer of C&H 
brand sugar. The agency a’'ready 
directs the company’s adver ising 
on the Pacific Coast. 


BOOMERANG! 


I’m sorry I ever heard of KXOK. My life is miserable. You see, I bragged to 


the boss about our program’s low-cost- 


per-Hooper point on KXOK, like you 


suggested, and he just grinned like a Cheshire and said: ‘“‘That proves what 
you can do when you really try. Now go into all our markets and get as good 
a buy as you did on KXOK.”’ You and I know that’s tough to do... but 


how can I convince the Boss? 


Dear On-The-Spot: 


On-The-Spot 


Your Boss situation is going to be much worse. Wait till he finds out KXOK’s 
high Hooper position during March, 1949. When K XOK’s cates are balanced 
with its share of audience, the combination is terrific. You and I know the base 
hourly rate on Station ‘‘A”’ is 57% higher than KXOK’s, and Station “‘B”’ has 
a base rate 32% higher . . . yet they delivered only 15% and 2.4% more audi- 
ence during March. Better not mention KXOK’s powerful signal at 630 on 
the dial, reaches 115 counties in six states, daytime, in mid-America. 


Basic ABC 


5,000 Watts 


KXOK, St. Louis 


630 on the dial 
A “John Blair” station 


i we 


NEW AFA OFFICERS—The Fourth District, Advertising Federation of America, has 
a new group of officers. They are (I. to r.): Secretary, Jack Jones, public relations 
director of the Jacksonville Coach Co.; lieutenant governor, R. E. Goodale, classified 
advertising manager, St. Petersburg Independent; director, Robert Alexander, ad 


director, Miami News; treasurer, 


Henry Jacobs, 


commercial manager, Station 


WDBO, Orlando; governor, Trenton C. Collins, executive secretary, Merchants As- 
sociation of Tampa. 


‘Life’ and ‘Item’ 
Join Hands for 
Local Promotion 


‘Life Advertised Item’ 
Plays Full-Week Stand 
in New Orleans 


NEw Or.LEFANS—The rumpus that 
was stirred up a year or so ago, 
when tie-ups in newspapers fea- 
turing Life led to outcries from 
various newspapers, and in some 
cases to the adoption of stringent 
rules governing copy which prom- 
inently featured a national maga- 
zine, apparently ddées not extend 
to New Orleans. 

On the contrary, this city last 
week was the scene of the most 
cordial cooperation between a 
magazine and a newspaper which 
has probably ever taken place 
The magazine was Life, the news- 
paper was the Item, and the cozy 
cooperation consisted of a week- 
long local advertising promotion 
featuring “A LIFE Advertised 
ITEM.” Catch on? 


a The promotion started off with 
a dinner to local retailers April 25, 
at which Life and the Item were 
joint hosts. As explained in a front 
page news story in the Item the 
next day, “The New Orleans Item 
and Life Magazine will join forces 
for a ‘complete selling’ advertising 
promotion during the week of May 
16-23... During the week...ad- 
vertising will appear in the Item 
to identify local stores as the 
places in which to buy one or 
many of the Life advertised pro- 
ducts. Retailers will also have win- 
dow displays to remind shoppers 


Used together as a “package” 
they will put your sales story 
before the largest available 
coverage of marketing, sales, 
merchandising, and advertis- 
ing executives concerned with 
moving goods or selling serv- 
ices to the nation’s industrial 
and consumer markets. Com- 
bination rates make this “pack- 
age” as economical as it is 
complete. 


THE ADVERTISING FIELD 


ADVERTISING PUBLICATIONS, INC. 
THE LARGEST PUBLISHING HOUSE SERVING 


PUBLISHER OF ADVERTISING AGE 
INDUSTRIAL MARKETING AND 
INDUSTRIAL MARKET DATA BOOK 


es Paw, 


of the same things. Interior dis- 
plays will make clinching sales 
points at the cash register and sales 
clerk education will keep sales 
personnel familiar with the selling 
program.” 

H. Ford Perine, Life merchan- 
dising director, and Loyal Phillips, 
Item advertising director, who 
jointly engineered the promotion, 
and Howard P. Abrahams, man- 
ager of the sales promotion de- 
partment of the National Retail 
Dry Goods Association, did the 
talking at the dinner. 

The Item did the publicizing, via 
a long editorial lauding the “new 
look in merchandising” last Mon- 
day, plus front-page _ editorial 
boxes every day. Life supplied the 
merchandising displays and did 
the contacting to get them used. 


ws The result was that “practically 
every leading retailer in New 
Orleans” promoted Life-advertised 
merchandise in the Item during 
the week. The first day the cam- 
paign as a whole was kicked off. 
The following day the accent was 
on apparel; then it shifted, day by 
day, to furniture, home appliances 
and jewelry; foods and drugs, etc. 
The cozy nature of the coopera- 
tion was epitomized by the Monday 
Item editorial, which said, in part: 
“The New Orleans experiment, 
first of its kind, may have a far- 
reaching influence on the future of 
American retail merchandising... 
It gives us an added sense of 
gratification to think that the Item 
was the first daily newspaper se- 
lected by a publication of such 
stature as Life Magazine to par- 
ticipate in the program...” 


McCormack Names Frazier 


Pat Frazier, formerly in the ad- 
vertising production department of 
the Emporium, San Francisco, has 
been appointed advertising man- 
ager of McCormack & Co., San 
Francisco, northern California dis- 
tributor of Admiral radios and ap- 
pliances. 


Y&R Appoints Spencer 


Margaret Spencer, formerly in 
the production department of J. 
Walter Thompson Co., Hollywood, 
has been named traffic manager 
of Young & Rubicam, San Fran- 
cisco. She succeeds Barbara Baker. 
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Silver's Best Bet, 
International's 
Dealers Are Told 


New York—“Silverware is g: ing 
steadily ahead!” International 53jj. 
ver Co. told 18,000 retail jewe\e;; 
and department stores last week 
and it buttressed its predic ion 
with a careful look at the silver. 
ware market in what it called ‘Ap 
Analysis of Current and Fu‘ure 
Sales Opportunities in Your Busj- 
ness.” 

Prepared by Fuller & Smith 4 
Ross, one of International’s agen. 
cies, the study shows: 

1. Silverware rose comparatively 
little in price over 1940 levels— 
only 30% for plated ware, 24% 
for sterling. International was 
even better; its plateware went up 
23%, and sterling 12%. 

2. In 1948, silverware was the 
second item in jewelry store sales, 
accounting for 23%, narrowly 
trailing diamonds, precious stone 
jewelry and rings—which ac- 
counted for 25% of sales. 

3. Silverware showed higher 
sales in 1948 for 42% of all re- 
tailers, decreases for only 11%. 
Further, 30% of the jewelers 
thought silverware would give 
them the best business in 1949. 

4. Because of silverware’s com- 
paratively low price, it should be 
the leader this year. 


es F&S&R argues that five factors 
augur well for silver: Its compara- 
tively low price, its staple quality 
(not so subject to boom-bust, 
F&S&R thinks), the fact that it 
can be partially bought and paid 
for in individual units, its possi- 
bility of repeat sales, and the fact 
that it is a home item. 

Silverware is also the best ad- 
vertised of jewelry items. In 1948, 
national advertising of leading 
jewelry lines showed $5,210,987 
for silverware. Second was watch 
advertising, with $4,799,751. 

The kingpin of the silverware 
business, advertising-wise, was In- 
ternational, which spent $2,355,- 
410 in 1948, or nearly half the in- 
dustry’s national total. 

This year, the analysis says, In- 
ternational will spend more than 
$3,000,000 in advertising—and re- 
tailers can count on more than 
$1,000,000 in retaii selling aids. 

International Silver Co.’s ac- 
count is currently divided as fol- 
lows: 1847-Rogers Bros. and In- 
ternational Sterling are handled 
by Young & Rubicam; Holmes & 
Edwards by Newell-Emmett Co.; 
and the new Rogers Bros. sterling 
(sold only to wholesalers) by Ful- 
ler & Smith & Ross. 


KCBS Appoints Dundes 

Jules Dundes, formerly adver- 
tising and sales promotion man- 
ager of Station WCBS, New York, 
has been appointed sales and ad- 
vertising director of Station KCBS, 
San Francisco. 


Whitney Appoints Dewees 
Malcolm Dewees, Inc., San Fran- 
cisco, has been appointed to han- 
dle the trade advertising of \in- 
cent Whitney Co., San Franci:®, 


sash hardware manufacturer. 


— 


Au Idect GIFT, PREMIUM OR PRIZ 
HOME & HOBBY KIT 


with interchangeable tools 


Seven (7) different tools for making 
repairs around the home, office, farm 
and automobile ...or for model build- 
ing and hobby crafting. Tools are high 
grade alloy steel... handles are dur- 
able, bright red plastic. All tools are 
housed in hollow plastic handle. Kits 
are individually packed. Handles can 
be imprinted at nominal cost. Write 
for literature, state requirements. Quo- 
tations sent prompily. 


STANDARD PRESSED STEEL CC 


JENKINTOWN, PA. Box 10 
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Diamond Match 
Names McCann 
for New Drive 


(Continued from Page 1) 
hardware store. The company-de- 
veloped chain of retail lumber out- 
lets merchandises not only Dia- 
mond’s own lumber products but 
a complete line of building supplies 
from other sources. 


s Diamond produces stick and 
book matches in great variety and 
staggering volume; commercial 
lumber; woodenware products, 
such as toothpicks, lollipop and 
ice cream sticks, meat skewers, 
throat applicators and tongue de- 
pressors, wooden forks and spoons, 
clothespins, etc.; and a myriad of 
paper and moulded pulp special- 
ties, such as toilet tissue, paper 
napkins and towels, household 
waxed paper, pie and picnic plates, 
food trays, etc. 

While Diamond markets apia- 
rists’ supplies, honey isn’t on its 
regular list. Honey sales were un- 
dertaken several times, however, 
when the California beekeepers 
who had purchased its equipment 
ran into tough times. Diamond re- 
tailed their honey—and paid them 
a profit on it. 

The company is one of the lar- 
gest members of the California 
Prune and Apricot Growers Asso- 
ciation; prune groves go in after 
the lumber moves out. 


s Five of the company’s factories 
turn out book matches. Diamond 
not only sells ad space on the 
covers of bock matches which it 
distributes to regular tobacco out- 
lets; it also sells specially printed 
books to advertisers who distribute 
them to customers and prospects. 

Diamond’s biggest volume is 
done in the strike-anywhere kit- 
chen match, packed in large boxes. 
During the war it developed a 
water-resistant match for the 
armed forces, and now packages 
this variety for sale to hunters, 
fishermen, etc. Another kind is the 
slenderized pocket-size box of 
safety or strike-anywhere matches, 
which take less room on retail 
shelves and in the pocket. 

Outside the lumber business, 
Diamond has confined its product 
expansion to low-cost items of 
consumer necessity and its re- 
search men are constantly on the 
hunt for new products which may 
fit successfully into the over-all 
raw material supply picture and 
which fall naturally into the com- 
pany’s established sales and dis- 
tribution pattern. 


® How Diamond will approach its 
national advertising “problem’— 
with this diversification of prod- 
ucts—is a company-agency secret 
ai this stage. Within the broad 
compaign, four or five separate 
activities are likely, and local or 
r gional radio may be added to 
hewspapers and national maga- 
z.nes among consumer media. 

No matter the product adver- 
sed, Diamond expects “name” 
Promotion to benefit other prod- 
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THE WAR’S OVER—A Jackson, Miss., retailer intersperses cartoons in his ad in 
the Jackson Daily News to indicate that ‘‘selling the sucker” days are over, and to 
urge buyers to shop around and compare. 


ucts in the line. All packaged 
goods, matches and other products 
as well, feature the familiar red 
and blue coloring and the dia- 
mond-shaped trademark. 

Diamond has employed an agen- 
cy’s services before, but usually 
has handled its advertising, on a 
sporadic basis, directly through the 
company. It launched an ambitious 
business paper drive several years 
ago, putting $300,000 or more into 
the campaign, but results were 
disappointing to company heads 
and the plan was dropped. It has 
never advertised nationally in 
consumer media, and its business 
paper promotion in recent years 
has involved no more than $30,000 
to $40,000 annually. 

Where other agencies have 
failed, however, McCann-Erickson 
believes it has come up with at 
least some of the right answers 
for the initial phase of the national 
program. 


Lorentzen Raises Madsen 


Erik L. Madsen, for the past 
nine years with Lorentzen Hard- 
ware Mfg. Corp., New York, has 
been promoted to sales manager of 
the company. 


Appoints Yardis Agency 


Yardis Advertising Co., Phila- 
delphia, has been appointed to 
handle the advertising of Rich- 
mond Metal Mfg. Corp., Philadel- 
phia. 


McKim Appoints Foster 


A. E. Foster, formerly general 
manager of Popular Publications, 
Inc., has been named a senior ac- 
count executive of McKim Ad- 


vertising Ltd., Toronto. 


*540 N. MICHIGAN AVE. 2185 N. WABASH AVE. 


#410 N. MICHIGAN AVE. #111 E. DELAWARE ST. 


Don Lee Executive 
Statt is Reorganized 


In a realignment of the admini- 
strative structure of the Don Lee 
Broadcasting System, Lewis Allen 
Weiss, president, has taken the 
post of chairman of the board of 
directors, and Willet H. Brown, 
executive vice-president, has been 
named president. 

Also elected were four vice- 
presidents: Donn B. Tatum, gen- 
eral counsel; Ward D. Ingrim, in 
charge of sales; Pat W. Campbell, 
in charge of station relations, and 
W. D. Pabst, general manager of 
KFRC, San Francisco. 


Williamson Joins Piedmont 


Robert S. Williamson, formerly 
director of sales promotion and 
advertising of Occidental Life In- 
surance Co., Raleigh, N. C., has 
joined Piedmont Advertising 
Agency, Salisbury, N. C., in an 
executive capacity. Occidental Life 
has named Piedmont to handle its 
advertising. Radio, newspapers and 
business papers will be used. 


Scott Appoints Gobel V. P. 


Richard E. Gobel, a former pres- 
ident of the Pacific Coast Adver- 


cising Agency, discontinued in 1947, 


has been named a vice-president 
and Seattle manager of Duncan A. 
Scott & Co., publishers’ representa- 
tive. The company’s new office is 
located in the Securities building. 


Jewel Food Stores 
Will Continue FM 


Daytime Programs 


Cuicaco—Contrary to rumors 
circulating in Chicago radio cir- 
cles, Jewel Food Stores definitely 
will not discontinue FM program- 
ming in its 154 stores which lie 
within a 40-mile radius of the 
Chicago loop. 

Jewel, however, will complete 
a switchover from FM. station 
WXRT to Station WMOR about 
May 30. The contract has been 
negotiated by Consumers Aid, the 
independent contractor which 
agreed to supply Jewel with day- 
time FM programming when its 
store broadcasting operation was 
initiated. 

Station WMOR will supply music 
from 8:15 a.m. to 6:15 p.m. daily 
(to 5:15 p.m. on Saturdays). Pro- 
gramming will consist of stand- 
ards, mood music and small or- 
chestration numbers, with a max- 
imum of 15 brief commercials an 
hour, time and station breaks 
every 15 minutes, plus three-min- 
ute newscasts hourly. 

David Pivan, chief engineer of 
the station, has developed an in- 
expensive pulse system, which will 
enable WMOR to make indusirial 
installations, eliminating the com- 
mercials which are heard in the 
Jewel Food Stores. 

Following the change-over, Sta- 


tion WXRT will air classical music 
from 7:45 to midnight, seven days 
weekly. WXRT was the first Chi- 
cago station to carry in-store 
broadcasts, beginning in August, 
1948. The last broadcast will be 
carried exactly eight months later. 


Appoints Hayhurst Agency 

The Montreal office of F. H. 
Hayhurst Co. has been named to 
direct the advertising of the St. 
Lawrence Flour Mills Co., Mon- 
treal. Plans call for insertions in 
daily, weekly, weekend and farm 
papers in Quebec and the Mari- 
times. 


Heifetz Names Kirsch 

Heifetz Pickling Co., St. Louis, 
has named Harold Kirsch Co., St. 
Louis, to handle its advertising 
and merchandising. Radio and tele- 
vision will be used. 


CRAFTINT “ADMASTER”’— 
THE HANDIEST ART TOOL 
YOU'LL EVER FIND! 


The Admaster combines 
10 basic instruments in 
one — avoids Drawing 
Board clutter. 


ga 
tweive 
reguiar curve, protractor, 
30° - 60° inch 
scale 

elipse, 
and printers p 

Price $4.95 each. 
At your dealer or direct. 


THE CRAFTINT MFG. CO. 
1615 Collamer Ave., Cleveland, Obie 


“Wash Behind Your Ears with a 


Clever pull-up card in box 
reads “Now you can wash be- 
hind your ears with a Bendix. 


No other automatic washer 


can make this claim.” 


BENDIX 


The 
Bendix uses molded soap novel- 


illustration shows how 


ties to advertise its famous 
Home Washer. We can supply 
equally appropriate pure Castile 
soap novelties designed to fit 
your product or service . . . Of 
you may select from our stand- 
ard novelty soap molds. A uni- 
que, inexpensive, appreciated 
advertising medium . . . whether 
used for give-away, premiums, 
or re-sale. For full information, 
write to 
National Beauty Industries 


1216 South Michigan Avenue 


Chicago, Illinois 
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SPECIALTY SALESMAN MAGAZINE 


copy now: 


t 
most responsive sales 
audience. 


307 N. Michigan Ave — 1. 
420 Lexington Ave., New Y 17 
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T really happened! Recently, an advertisement in PUCK, 

The Comic Weekly, for the Unicorn Press, brought 
$300,000 in orders for their encyclopedia. A unique ex- 
ample of PUCK’s pulling power? No! The fact is that in 
each of the past three years PUCK, The Comic Weekly 
carried a larger dollar volume of mail-order book adver- 
tising than any other national publication ... and the mail- 
order book field is just about the severest test of a publi- 
cation’s ability to bring in profitable, volume sales. 


Back of PUCK’s ability to produce a sales response un- 
matched by any other medium is its all-star cast of char- 


S300,000...from onead! 


acters, including Blondie, Jiggs, Tillie the Toiler, and others 
who command the interest and loyalty of millions of 
adult Americans. PUCK’s beloved characters are part of 
their very lives, influencing their habits, tastes, attitudes. 


PUCK, The Comic Weekly, distributed through great 


_Sunday newspapers from coast to coast, is read by more 


than 18,000,000* adults plus millions of youngsters in 
7,400 places of 1,000 and more population and a multitude 
of smaller places as well. Today, when volume sales results, 
so vital to profit maintenance, are more important than 
ever, is the time to get full details of “The Book Story.” 


THE COMIC WEEKLY 


Read by more than 18,000,000 adults 


* ABC CIRCULATION SEPT. 30TH, 1948: 8.236.321, INCLUDING PHILADELPHIA BULLETIN 
The Only NATIONAL Comic Weekly . . . A Hearst Publication . . . 63 Vesey Street, New York; Hearst Building, Chicago 
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